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KSTP-TV says 
and buy it," 
go out 




it 




During the last 16 years, television viewers in the Northwest 
have learned to depend on KSTP'TV for the finest in tele- 
vision entertainment and information. 

This confidence in KSTP-TV adds to the effectiveness of the 
advertising messages seen on the station and, as a result, 
people have also learned to depend on the Northwest's, first 
station to help them decide vihai to buy and whew to buy it. 
That's why KSTP-TV is your most effective, most efficient buy 
ih the Twin Cities. 

Represented Nationally by Edward Petry & Co,, Inc. 



TELEVISION - CHANNEL 5 - NBC 

100,000 WATTS MINNEAPOLIS * ST. PAUL 

H U B BAR D BR 0 A D C AST I NG, I RlC. 



"Seasoned to Please!" 




Represented by H-R Television, Inc. 

© or «m<f$ 

Call C P. Persons Jr., General Manager 
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iB BRIEFS INDUSTRY ON PIGGYBACKS 

Cade Aiytto% dsT%l ftew ftf&ndmgnt 

ww from ageneifi, advertisers, #ai#ns* 
>de Authority held to clarify the Code's 
armouttmtoents. 




I — Over WO 'repisgjit# 
leers attended meeting of C< 
amendment; mx multiple pf otlnt 
amendment dofstt baa: JjigfS 
counted as twos under Code 
iCeSKnts ^itttJW, jrepitm oi more 
ipfesof *I0 statement^ pa. amend* 
and about J , 000 copies of ques- 
«flfl*«(Mrft«t esfplaiafng meaa- 
amendment were snatched ftp 
linatesi 

ineipal speakers were Howard H. 
Cade. AtttharJtf; director; and 
[kten HeifWchi director of the 
"Stack Code Office. 

sll examined wording of amerxd- 
ani pflinted 5 ,s of; so- 
fd piggyback and integrated treat- 
is m they would be int«ipreted 
;r change, effective ferf, '1- He 
.^pftifesi to i© sis fbingsi: t| 
■sure 41 agenfy ierp>»el are 
of Code; 2J encourage client 
t, in 'hmeaam of own interest; 
smonstrate mpport of Code stand- 
Vy at •: :s which lake 

'into «ns#f aipn,. a |« 'K*B| 
vwfc with tees Cade offices in 
iington, Kew Ifofk, anil HoUy- 

ir. .-rt • -i . t^i 

ifij -of then-' Making by car- 
an ^cont&aiiag dialogue** en sob- 
imong efferent sections of m- 
ij join with Code to M|s 
s it 

ly those multiple product an- 
Iccments which meet Mlowiag 
jii WWl be counted under Televi- 
Osie m sittfli aOT#uftie»ent 
%&< ii 

I) Pro r services are related 
kuSffflor, purpose, or use;; (b) the 
ficts ur services, are so treated m 

or video throughout as 
,to viewer as single announci 
4c) announcement is so coi 
3« it cannot be divided in 
>re septy*ai§, ajmouneements 
' " m tanoimieotents noi 
mm jffittfe (commonly referred 
piggybacks) shall be counted as 
»r mere- announcements. (MP As 
Mil :seraice estabh%hjnen& .are ejE- 
pd from provisions ©i 
stion and answer sheets were 
?uted tm explain, the various 
of change Puipose and intent 
lendment is to ea'courage pro-' 

which viewer Would feprd as 

|nauncens»nti now ilaisJEM at 



back annouaeemenis but requires they 
' "sits more man three consecutive an- 
two commercials at station break. 



wo 
ul- 
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integrated by Code Authority, but not 
meeting criteria, of new amendment, 
will, be HMttifeilap pjggyl^aeks as soon 
at amendment is effective and will 
require appropriate revision. 

RKO General asks triple 
damages in pay-TV sarf 

ttteTFDiD — KK0 ^entrai has; in* 
stitftted antitrust treble damage suit in 
Federal Court, here agajtast 10ft Cto- 
tory-Fox, Umversal Pictures, and 
gsaup of moton pictMre esMbitars in 
connection wtth its current on-air test 
of subscriptaBn TV. Complaint asks 
court to issfti injuncfiisn to perrait test 
tea be carried fiorward . , , "without 
artififial restrainfe and impediments 
imposed by theatre teerests." EE10 
has been condueting FCC-authorized 
test here since June- IS, WM, 

Action alleges that defendant motion 
picture theatre exhibitors and other ©r- 
gjtnfeatioa§ — including epffiafcictit 
Committee Against Pay TV— have for 
some years engaged in ctacittM. cam- 
paign to erect fence aronnd film e»- 
hibition industry to keep out compaft- 
tisn from newcomers. 

It also alleges that^ among other 
thiags, defendant exMbitors resorted to 
economic pressure and thread of 
group boycotts against producers and 
distributors of molion pictures to 
eoeme latter into refusing requests of 
SU0 and subscription TV operators in 
other parts of country for opporbani^ 
to hcease aeeessary supply af current 
motion pictures with which » carry 
out subscription TV operations, 

RKO charges that as result of these 
threats of ecoa«mic reprisals, its efforts 
to obtain any American-produced, 
irst'iun JSlms tm ^hibitioa have beCa 
completely thwarted, *20th Century^ 
Fo» aad Universal, rwr&over, have 
wi&heid aw ©my torgapistures but 
even alder Mgh-^uali%f flfins*' sought 
by 

_ Purpose of r MIEO's 'aclBea is to- 
"break up aa alleged cjiaspiracy here- 
by 2Bth Ceatury-Fw and TfofrtiBsH, 
acceding to pressure from theatre 
owaer*. have re-fusfd %K0% .reqtfests: 
to: obiain motion pictures for exhibit 
gm to sabsiriptta'TV. * 



ABC- TV cancels Seetmg plan 

Bew Yoek — AMC-TV% (fretpged 
plans fbr new Mod Sterling dmma 
shtm similar t& Ms TvriH^jt Zanc 
pHtasy series MMng dismMinmM 
»y CWS-TV at end af smsm. Web 
mnsMzmd; series, for Friday night 
time slvt hm tumble to reach agree- 
ment with Serling after negotiating 
far several weeks. 



Ml HOW FOR MAG 'TV 

WxEmmnxw — Former FCC ohairmaa 
Mewton N. Miaow, now Bncyclopedia 
Britannica's exec v.p,-generai counsels 
is advocating "magazine concept" Of 
radii* and TV sponsorship t© divorce 
adTertisers from programing and put 
broadcasters in driver's seat. 

In talk to be delivered tonight at 
annual dinner of Alfred I. duPont 
Awards F&undation here, Miaow 
stresses: "tinder present system, broadr 
casters often abandon own iudgmeats 
and those ©f creative people to adver- 
tiser or his agency. Advertiser isnt 
licensed or required to serve pubic 
interest His goal is almost entirely in- 
creasing sale of product . . . a legiti - 
mate private interest 

"But often when broadcaster abdi- 
cates to advertiser, the private interest 
takes priority over public interest. This 
oftea leads to placement of cimnner- 
cials within programs without regard to 
continuity of a drama, mood of a 
song, or seriousness of the newsv Ad~ 
vertising, by paying the piper," says 
Miaow, "calls the tunes/* 

He adds: ^'Networks mi stations,, 
operating under magazine concept, 
could be left free to use best possible 
creative forces for programs. Commer- 
cials wottld be placed— as ia a maga- 
zine — by broadcaster where they fit 
most logically into a program. In long 
run, both broadcaster and advertiser 
would benefit, for TV and radio wonld 
become more honest, more attractive 
media for creative artist And more 
honesty, creativity, and truth far artist 
means more service to viewer and fo- 
tsnetf* 

Miaow asserts that in newspaper or 
magazine, "the advertiser buys space 
for his eOmmercial coverage* He 
doesn't influence stories or artieles. Ms 
agency writes copy and draws illustra- 
tions for the ad% but that's alt'* 

During dinner, being held at May- 
flower Hotel, citations and checks for 
$1,000 for excellence in broadcastiag 
in public interest will be given: Her- 
bert B. dahan, general manager of 
WJ^TV Baltimorei, Eldoa Campbrell,, 
general manager of WFBM Indianap- 
ohsj and Uais M« Lyoas, comment 
tator ©n ETV station WGBH Boston, 
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CORE in renewed plea 
for more use of Negroes 
in video and print ads 

New York — Another CORE plea for 
use of more Negroes in commercials 
and print ads came at closed session 
Friday in Summit Hotel, attended by 
55 of nation's largest advertisers. 
Among companies present! General 
Motors, American Motors, General 
Electric, RCA, Alberto-Culver, AT&T, 
Armstrong Cork, Chesebrough-Pond's. 

Meeting was second phase of 
CORE's efforts in advertising, accord- 
ing to Clarence Funnye, N.Y, chap- 
ter's program director and project di- 
rector on its national advertising image 
campaign. 

He said that of some 35 companies 
at first phase meeting last September, 
only five have been "equivocal or 
partly negative," and CORE's attitude 
is that they "will come along very 
shortly. We do run into companies with 
genuine problems ,. . . They aren't; just 
trying to put us off.'' It's estimated that 
since first meeting,: 100 commercials 
using Negroes have been produced. 

CORE has system called selective 
purchasing, set up blOck-by-bloCk 
throughout country in case advertisers 
refuse to cooperate, but hasn't had to 
use it as yet. The civil rights group is 
concentrating on top 100 advertisers, 
and basically seeks integrated ads "on 
screen" or in print 90 days from initial 
contact . . . but is willing to negotiate. 

ASSAIL 'VOICE' THEFT 

New York — Terming it "a Clear Case 
of appropriation for commercial profit 
of another's property rights," N. Y. 
State Supreme Court Justice Abraham 
N. Geller has granted summary judg- 
ment against Documentaries Unlim- 
ited, Inc., for producing John F. Ken- 
nedy memorial album containing un- 
authorized excerpt of CBS News cor- 
respondent Allan Jackson's radio re- 
port of President's assassination. 

Action was initiated by CBS and 
Jackson for infringement of common 
law copyright, asking an accounting 
for defendant's profits and actual and 
exemplary damages in addition to an 
injunction. 

Geller, in what may be landmark 
decision, noted: "The significant ele- 
ment ... is that his (Jackson's) voice 
and style of talking, which in his pro- 
fession is the foundation and source 
of employment and income, were ap- 
propriated by defendant without his 
(Jackson's) consent. A broadcaster's 
voice and style of talking is . . . his 
personality, a form of art expression, 
and his distinctive and valuable 
property." 



WILLIAM PALMER, 79 

NEW YORK — William ©. 
Palmer, ofrte-tune chairmen of 
the Advertising Research foun- 
dation and ARE member for 
number Of years* died at his 
home in Scansdale, N.Y., last 
week at age of 79, following long 
illness, Active in publishing and 
advertising for over 40 years, be 
was retired V.p, and director of 
J. Walter Thompson, and before 
that was v.p. of W. S. Hill Co., 
N.Y. 



Stanton sees first quarter 
ahead of CBS' 1963 record 

New York — CBS prexy Frank Stan- 
ton, addressing New York Society of 
Security Analysts, sees this year's first 
quarter financial picture running ahead 
of 1963's like quarter, which was best 
January - through - March period in 
firm's history. 

Although stressing that first quarter 
figures are not yet complete, Stanton 
notes momentum of 1963"s record 
sales and earnings for CBS is con- 
tinuing in 1964. 

TV is Copping biggest slice of na- 
tional advertising revenues, and this 
has been reflected not only in CBS-TV 
producing largest timesales volume of 
any TV network, but also in ^earning 
the greatest advertising support in its 
history," states Stanton. 

Additionally, CBS TV Stations Div. 
also had its best year, Stanton con- 
tinues, with "four and probably all 
five" Owned TV stations leading in ad- 
vertising revenues in their own mar- 
kets. 

CBS president also sees impressive 
comeback of CBS Radio (increased 
revenues, reduction in operating costs 
and strong trend running for national 
advertising during 1963) as further 
encourage for prospects in 1964. 

NIELSEN MOVES ABC UP 
FOR TV OF N,H. PRIMARY 

New York— ABC-TV loudly trumpet- 
ing results of latest 30-market Nielsen 
survey,; which has web ahead of NBC 
in viewing of New Hampshire primary 
reports Mar. 10, beginning at 11:15 
p.m., on all three networks. For cov- 
erage, Nielsen has CBS with 11.7 rat- 
ing and 34.9 share Of audience; ABC 
at 9.6 rating and 28.7 share; and NBC 
at 7.0 rating and 20.9 share. 

ABC also notes that for three net- 
works' airing of Conversation with the 
President Mar. 15, it had 8.8 rating 
and 21 .6 share against CBS' 10.3 rating 



and 25.2 share and NBC's 8,3 rat 
and 20.3 share,. 

ABC attributes rise primarfl 
teaming of newscaster^ Bowar 
Smith and Edward P. Morgan, 

In addition, network points out I 
Cochran*s rating for evening news, 
cording to Nielsen national figures 
up 1\% over last y&&r : , while CBS 
same period is down 12%, and Nl< 
off 9%. 



Greenthal agency sold 

New Yo»K — Monroe Greenihal i 
vice presidents David E. D^ne|*l 
Herbert S. Hauser, who have been fl 
ring agency since death of prinS 
stockholder Monroe Greenihal 1 
July, have purchased control fr. 
estate of late founder. Diener becoc 
president,, with Hauser as chairman 
board. Each has spent 1.6 years * 
agency, launched in 1946. 

On another front, Jean Bow 
is resigning as puhlfefty diree) 
American Assn. of Advertising 
cies to join Foote, Cone m Beld 
its assistant publicity director, 

British program quotas seared 
as *4 tsaitwiis obstacle* to TV 

WMsmmvm — The British 16W f 
tent quota, which has enabled Bn 
program buyers to "adopt an eitt 
iy rigid attitude on the price they 
pay for any program," is a '% 
dangerous precedent for other m 
to consider and constitutes a dfea: 
obstacle to the IMted Kingdom 
ket itself," according to John G. 
Carthy, president of Television 
gram Export Assn. 

He told Trade Irformation 
mittee that "unless this highly 
judicial British content quota M 
dueed or eliminated» we fear thaNS 
countries may follow the i*ipg|.« 
create similar barriers." Already imin 
ing British quota, but to "lelslr ;! 
gree," he said, are Canada and A I 
tralia, 

McCarthy pointed out ffiBt ^ 
American TV interests are wMnd 
sell at prices set by British bny* 
they will defer purchase until sar 
one comes along who will, f hisOT 
in huge profits Ibr British buyers v 
acquire ehofee American 
small amounts and program ti 
prices far below what the to 
gards as a fair price based «sn p 
accepted standards tfeoughoui 
world." 

Trade Information Committee i 
forum for American business iriti 
experiencing trade obsttfiles a 
and is headed by Christian ' 
special trade rejkeSMMtive 
U.S. Executive (Sices of the 
House;. 
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19 Hard-liquor air controversey is back 

Announcement by N.Y.'s WQXR that it'll take 
air ads for liquor stirs tempest in a shot glass 

21 FTC wants "No Smoking" sign on the air 

Broadcasters, tobaccomen fight proposed controls 

ADVERTISERS 

24 Carbide pushes portables to liven radio 

Makers of Eveready batteries repeat last year's 
low-pressure campaign to boost listening 

AGENCIES 

27 Kids, Cane and Candor 

Imaginative yet literal use of TV helps C and H 
Sugar sell unique Hawaiian inmge on the air 

31 Fall TV 1964: Shades of the "Golden Age" 

Co-sponsorships, escapist fare spark iiew net 
schedule. Participation rules overturned 

TIME/BUYING & SELLING 

35 How to cure "Media Perspectives" 

Tully Plesser, v.p. 4* director of marketing 
for EWR&R discusses estimating fatigue 

TV MEDIA 

41 ITALIAN TV: Audience research is scanty 

Last of a three-part SPONSOR series on this air medium 

RADIO MEDIA 

48 WBT milks a good sales gimmick 

Refusing to be cowed by local dairy's preference 
for print, a radio sales exec took a new tack 

SYNDICATION & SERVICES 

51 'Film City' to rise in N.Y.'s West Side 

New project will feature 2Q-story tower, 57 filming 
stages, many special production facilities 
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Billion Dollar Spender 



North Carolina's 



North Carolina's 
Golden 

biggest market— Triangle 

tops in population, 
households, retail sales. 



NO. 1 MARKET IN THE NO. 12 STATE 



TELEVISION M 

WINSTON -SALEM / GREENSBORO / HIGH POINT 
Represented by Peters, Griffin, Woodward 
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Behind the CBS Fence 

T Om dawson, vice president of CBS Radio, take? pride in his work, 
* He's also resourceful. 

When we went out to lunch on St. Patrick's Bay, while the Fift 
Avenue parade was at its peak, he suggested crossing the street so tht; 
we could take a look at the CBS fence at the site of the fast-rising 
headquarters huilding. 

There were 100,000 people in the way. 

"How do we get across," I asked? 

"I don't know," he said, "but we ought to he able to figure out 
something." 

We did. He found a subway underpass that led to a building that 
led to another building, Finally We emerged at 666 Fifth Avenue on 
the right side of the street. 

You can't beat those CBS boys. 

Which is probably one reason why the CBS fence with its Iff phones 
and picture panels has a listening audience {by actual traffic count) 
of over 100,000 each week. One week hit 136,000 and the Fair crowds 
are yet to come. 

So fare as I know they haven't started selling fence commercial 
yet. But who knows? 

The display I saw was created by CBS Radio and had heeii ini 
stalled only the day before. Of the 37 phones along the fence, 10 tern 
ture one-minute tapes with up-to-the-minute news, If you came from 
New York, Philadelphia^ Boston, St. Louis, Chicago, Los Angeles or 
San Francisco you picked up the phone fed by the CBS-owUed radio 
stations in your city. If you wanted world news reports, three other 
phones were at your disposal. Tapes for these 10 phones are updateC 
three times daily during the 18 hour "broadcast" day, The other 27 
phones feature tapes that remain constant during the six week run cm 
the radio exhibit. 

After six weeks another division of CBS takes over. And, believe 
me, there's rivalry among the divisions to produce a top hit. 

I doubt whether anyone, since the advent of the "sidewalk superiu 
tendent" concept, has done anything as ambitious as the CBS Fenra 
Exhibit. But when you have a $50-million building going up ani 
you're in the communications business, you think of these things. O 
maybe you do. 

I tried to get an estimate of the cost involved. All 1 could learn Wi- 
thal CBS Corporate (which means Frank Stanton) thought it was | 
good idea and said "go ahead." The radio exhibit has a produce 
and five assistant for the duration. 

I note that the address of the handsome 38 story building is 51 WS 
(typed that way). 51W52 is scheduled to be finished about the end « 
the year. 
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CALENDAR 



MARCH 

Alfred I. duPont Awards Founda- 
tion, 22nd annual presentation dinner, 
Mayflower Hotel, Washington, D.C. 
(23). 

Southwestern Assn. of Advertising 
Agencies, convention, Sheraton-Dallas 
Hotel (to 24). 

Syracuse U. Communications Alum- 
ni Society, discussion of "Communica- 
tion's Impact of World's Fair," cock- 
tails at Fantasia Restaurant, meeting 
at CBS Studio 3, N.Y. (24). 

Institute of Electrical & Electronics 
Engineers, international convention. 
New York Hilton Hotel and New 
York Coliseum (23-26). 

National Sales Promotion & Market- 
ing Exposition, 18th annual, Hotel 
Biltmore, N. Y. (24-26). 

American College of Radio Arts, 
Crafts, and Sciences, first Radio Day 
Seminars, Conrad Hilton Hotel, Chi- 
cago (26). 

APRIL 

Exhibition of American Humor, 

preview, Summit Hotel, N.Y. (2-4). 

National Federation of Advertising 
Agencies, annual convention, Outrig- 
ger Inn, St. Petersburg, Fla. (2-6). 

Extended deadline for filing com- 
ments with FCC on UHF drop-in pro- 
posal (3). 

Financial Public Relations Assn., 
Middle Atlantic regional meeting, John 
Marshall Hotel, Richmond, Va. (3). 

Arkansas AP Broadcasters, session 
at Little Rock (3-4). 

National Assn. of TV & Radio 
Farm Directors, spring meeting, Rich- 
mond, Va. (3-5). 

Assn. of Maximum Service Tele- 
casters, meetings at Sheraton Black- 
stone, Chicago (4), and ninth annual 
membership meeting, Conrad Hilton, 
Chicago (5). 

Assn. for Professional Broadcasting 
Education, annual meeting, Conrad 
Hilton (4-6). 

National Assn. of Broadcasters, an- 
nual convention, Conrad Hilton Hotel, 
Chicago (5-8). 

Television Film Exhibit (TFE '64), 
Pick-Congress Hotel, Chicago (5-8). 

Assn. of National Advertisers, west 
coast meeting, Del Monte Lodge, Peb- 
ble Beach, Calif. (5-8). 

National Assn. of Tobacco Distrib- 
utors, 32nd annual convention, Hotel 
Fontainebleau, Miami Beach (5-9). 

Financial Public Relations Assn., 
North Atlantic regional meeting, 
Schine-Ten Eyck Hotel, Albany, N.Y. 
(6). 

National Premium Buyers Exposi- 
tion, 31st annual display, sponsored by 
Premium Advertising Assn. of Amer- 
ica, National Premium Sales Execu- 
tives, and Trading Stamp Institute of 
America, at McCormick Place, Chi- 



cago (6-9), 

Transit-Advertising Assn., annual 
meeting, Casa Blanca Inn, Scottsdale, 
Ariz. (6-9.). 

Broadcast Pioneers, 23 rd annual 
awards dinner, Conrad Hilton, Chicago 
(7). 

Boy Scout Lunch-O-Ree, annual 
fund-raising event for New York City 
area, chaired by Young & Rubicam 
president Edward L. Bond, at Waldorf- 
Astoria (8). 

Michigan AP Broadcasters Assn., 
session at Kellogg Center, East Lans- 
ing (11). 

Alabama AP Broadcasters, meeting 
at Birmingham (1 1). 

Society of Motion Picture & Tele- 
vision Engineers, 95th technical con- 
ference, Ambassador Hotel, Los Ange- 
les (12-17). 

Film Producers Assn. of N. Y., 
workshop on "How effective Use and 
Distribution of Sponsored Films Can 
Help Achieve Your Marketing Goals" 
held with cooperation of Assn. of 
National Advertisers, at Plaza Hotel. 
N. Y. (14). 

Professional Photographers of Am- 
erica, deadline for entries in fourth 
National Exhibition of Advertising 
Photography, headquartered at Mil- 
waukee (15). 

Chesapeake AP Broadcasters Assn., 
annual meeting, Sheraton Belvedere 
Hotel, Baltimore (16-17). 

Bedside Network of Veterans 
Hospital Radio & TV Guild, 16th an- 
niversary ball, New York Hilton (17). 

Radio-TV Guild of San Francisco 
State College, 14th annual radio-TV 
conference and dinner, on campus^ 
S. F. (17-18). 

Financial Public Relations Assn., 
South Central regional meeting, Brown 
Palace Hotel, Denver (20). 

Associated Press, annual meeting, 
President Johnson to speak, Waldorf- 
Astoria, N. Y. (20). 

Society of Typographic Arts, first 
annual Trademarks/ USA national re- 
trospective exhibition of American 
trademarks, symbols, and logotypes. 
Marina Towers, Chicago (opens 20). 

National Academy of Recording 
Arts and Sciences, third annual sym- 
posium in association with Bureau of 
Conferences and Institutes of N.Y. 
University's Division of General Edu- 
cation, titled "Recording and Music: 
Culture, Commerce, and Technology," 
at Hotel Lancaster, N.Y. (to 22). 

Television Bureau of Advertising, 
annual spring board of directors meet- 
ing, Greenbrier, White Sulphur 
Springs, W. Va. (22-23). 

American Assn. of Advertising 
Agencies, annual national meeting. 
The Greenbrier, White Sulphur 
Springs, W. Va. (23-25). 

Advertising Federation of America, 
fourth district convention, Tampa, Fla. 



(23-26). 

Pennsylvania AP Broadcasters Assn., 
annual meeting, Boiling Springs (24). 

Affiliated Advertising Agencies Net-, 
vfork, annual meeting, Andrew John- 
son Hotel, Knoxville, Tenn. (26-May 
2). 

Wometco Enterprises? annual stock- 
holders' meeting, Midway Motor 
Hotel, Flushing, N. Y., and at World's 
Fair (27). 

Assn. of Canadian Advertisers, an- 
nual conference* Royal York Hotel. 
Toronto (27-29). 

Society of Photographic Scientists 
& Engineers, 1964 'international con- 
ference, Hotel Americana, N.Y. (27- 
May 1). 

Station Representatives Assn., 1964 
Silver Nail-Gold Key Awards, Wal- 
dorf-Astoria. N. Y. (28). 

American Film Festival, sixth an- 
nual by Educational Film Library 
Assn., 16mm competition, Hotel Bilt- 
more. N. Y. (20-May 2). 

American Women in Radio & Tele- 
vision, 13th annual convention, Mayo 
Hotel, Tulsa (30-May 3). 

American Marketing Assn., New 
York Chapter's second annual new 
products Conference, Hotel Delmonico, 
N.Y. (30). 

MAY 

Kansas Assn. of Radio Broadcasters, 
annual convention, Lassen Hotel, 
Wichita (1-2). 

Kentucky Broadcasters Assn., spring 
convention, Louisville Sheraton Hotel 
(4-6). 

CBS-TV* annual conference of net- 
work and affiliate executives, New 
York Hilton (5-6). 

Electronic Industries Assn., work- 
shop on maintainability of electronic 
equipment. Sheraton-Jefferson Hotel, 
St. Louis (5-7). 

California AP Radio-TV Assn., am 
nual convention. San Jose (8-10). 

Pennsylvania Assm of Broadcasters, 
annual meeting, The Inn, Buck Hill 
Falls (10-12). 

National Retail Merchants Assn., 
sales, promotion division convention, 
Hotel Americana. N. Y. (10-13), 

Assn. of National Advertisers, ses- 
sion) at Waldorf-Astoria, N, Y. (1 1-12). 

Sales Promotion Executives Assn., 
seventh annual conference, Astor 
Hotel, N.Y. (11-13). 

American TV Commercials Fes- 
tival, fifth annual awards luncheon, 
Waldorf-Astoria (15). 

Sales & Marketing Executives-Im%, 
convention^ Palmer HoUse, Chicago 
T 17-20). 

Catholic Press Assn., convention, 
Penn-Sheraton, Pittsburgh (25-29). 

Visual Communications Conference 
(Art Directors Club of N.Y.), New 
York Hilton (27-28). 
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Define your audience. That's per- 
haps the first, vital lesson in adver- 
tising each of us learned, or should 
have. I think I made the point with 
a broadcaster recently. The way it 
happened is worth repeating, too, 
because it makes a point for 
SPONSOR which will pay-off for 
all of you who have something for 
our pages and those of us who aim 
those pages at a specific target. 

A broadcaster asked me "put to- 
gether copy for a small ad that'll 
get me a top flight morning man," 
and he would buy the space to 
carry it. 

But I said "no". 

"Save your money," I advised, 
"You couldn't get a pinch of coon- 
fuzz worth of reaction to such an 
ad in SPONSOR." 

Sure, he was a little disenchanted 
with an attitude that seemed to lack 
loyalty to publishing for fun and 
profit. 

But I finally got the point across 
that, to my knowledge, there are 
no air talent types on our subscrip- 
tion list. Unless it's some station 
owner who still finds it economi- 
cally wise to spin his own disks and 
do time and weather checks while 
the clients he's going to call on later 
in the day, rate card in hand, are 
having their first coffee. He got the 
point. But he still needed an air 
man. 

Later that week I called him with 
a new copy slant addressed to sales 
managers, agencymen, and client ad 
managers who want to get the high- 
est-rated competing morning man 
out of their market. Just say "send 
me his name and I'll make him an 
offer." 

The grapevine being what it is, 
be already had an airman but may- 
be now we're better friends than 
ever. 
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Danger signs for FM 

During the many years I have at- 
tended the annual conventions of 
the National Assn. of FM Broad- 
casters, one thing always impressed 
me . . . the unanimity of this group 
of broadcasters — bound together in 
the single purpose of bringing FM 
to the attention of the public and 
the advertiser. 

The years rolled on and, figures 
appeared to substantiate FM listen- 
ing and render a profile of the 
listener. The quality of this audi- 
ence was found to be superior. 

During this period of develop- 
ment, there was a kinship between 
FM operators in certain markets, 
but slowly this solidity broke down 
as surveys and ratings begain to 
separate one from the other. In 
certain markets some have taken a 
lead substantial enough to pull 
away from the whole FM group in 
that area. This is where a situation 
of danger to the FM industry has 
developed. 

Many of these local FM kingpins 
have forgotten that they are FM 
stations and have decided that they 
should be in competition with local 
AM stations. The operator forgets 
that he was originally sold to the 
public and the advertiser as some- 
thing quite different from AM. The 
FM station broadcasts differently, 
is received differently, has courted 
a completely adult audience and 
has brought sanity to the commer- 
cial spectrum. 

But the most successful FM oper- 
ator no longer wants to be the best 
in this group, he now prefers to don 
the cloak of the AM station and 
fight for acceptance as the fifth or 
ninth station in a field of 15 or 20 
AM outlets. 

Nationally, the FM operator signs 
with an AM rep, feeling he can 
compete for AM business even 
though he has neither a license nor 
a position on the AM band. 

It should be obvious to the FM 
station-owner that when FM offers 



nothing better and/or different 
from AM, FM as a separate me- 
dium will cease to exist, 

Roger Coleman 
President 
Roger Coleman, ln&. 
New York, N.Y. 

Sponsor blankets industry 

I certainly feel, as a SPONSOR 
reader, that the new SPONSOR 
format is fresh and stimulating. If 
for no other reason (and there are 
many more! ) SPONSOR has taken 
a giant step forward in just orgarh 
izing, in a simple way, the vast bulk 
of news that's being made every 
day by our business. Other trade 
publications: please note! ! 

We are both well-aware that a 
radio-TV trade paper has an almost 
impossible job: trying to cover not 
one business, but about 10 enor- 
mously large and complex busi- 
nesses. And many of these are 
closely related but without sharing 
common interests^ the timebuying 
business has little to do with the 
creating of the actual advertising 
that goes on the air. The manage- 
ment problems between radio-TV 
stations and the government are of 
little interest to large agencies, 

It must be a herculean task to 
put out a magazine that must cover 
anything and everything about so 
many divergent areas — and keep 
all its readers happy and interested! 

I think you are doing splendidly. 

Edward E, Kate 
Board Chairman 
The Film-Makers, Inc. 

Chicago, III. 

More Rating Council reaction 

I was impressed with your articles 
on the Rating Council. The work 
of the Council is a vital one and 
very important. 

I'm enjoying SPONSOR and Txsx 
impressed with the improvements 
that you have been making in it. 

Simon Goldman 
President 

tames Broadcasting S tations 
Jamestown, N*Y. 
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Commercial success of the first series 

W over 40 rmtkm # -1*1©: in fl# 'United fetes 1 and Canada, 
few Arts' felftpl oaA* of a ififfisMr TV flUfcwt fpstfalt 
ieatlirtaf fflii B»«ten Qgfwtftem iSrAesfra has rfgstered an tm- 
pressive comrojlr«fc! success sUMjf 'far- a variety of sponsors. 

In. Maf tnws markets fer eismplB^ the series was spltosored by/ 
a local bank or m6n&-&M torn »s«saSaBon„ 

In Detroit, the series was the top rated Syndicated Show in the 
awriwfc T«l«Haaf last Fait by Storer Broadca^tini's WJBK-W on 
Sundafs atlilO P.ML, the series regsfered an SM. fcRi Ktlng 
of 11. Mzfth'litsteUr^ Komes' Reached of §§7,100. 
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COMMERCIAL CRITIQUE 

Copy pro tabs four renegades 



VICTOR BLOEDE 
executive vice president 
Benton & Bowles 

From where i sit, the most ex- 
citing new campaigns of 1963 
had only one thing in common: a 
complete contempt for rules and 
formulas. They didn't copy any- 
body's past successes. They were 
originals. 

Some of them, I think, will take 
their place alongside those great 
campaigns of past years that are 
still running (and will probably 
continue to run) for Dial soap, Pep- 
si Cola, Gravey Train, Miss Clairol. 

My selection of the best cam- 
paigns of 1963 were made on a very 
personal basis, as campaigns I 
would like to have written or I 
would be proud to have seen our 
agency run. 

Here are some of my nomina- 
tions for 1963 leaders: 

• Probably no advertising has 
become more hidebound in recent 
years than food advertising. In 
1963, two advertisers refused to fol- 
low this pattern and wound up 
with impressive campaigns. 

With an appeal that is emotional, 
rather than logical, Betty Crocker 
casserole-dish advertising virtually 
promises the housewife a trip to 
Europe for the price of a box of 
noodles. These commercials are 
revolutionary in several ways. They 
take almost 50 seconds before they 
mention the name of the product. 
They spend this time telling the 
viewer what she doesn't have to do 
to make the product. 

Instead of mouthwatering close- 
ups of the end result, they show 
quick cuts of bullfights and rockets 
(Rice Valcnciana) and close-ups of 
dusty bins in an Italian food store 
(Noodles ltaliano). 

In short, they do everything the 
opposite of the way the rule book 
says to write food advertising. And 
tficy do it brilliantly. 

Significantly, Doyle Dane Bern- 
bach, the Betty Crocker agency, 
resisted the temptation to sell a 
whole line of casserole dishes in 



every commercial. Each commer- 
cial sells but one dish. Because of 
their distinctive style, however, the 
cumulative effect is excellent line- 
sell. How well is the campaign 
working? Doyle Dane says that 
sales results have been "very re- 
warding" — all anyone can ask. 

• Another food advertiser who 
ignored the rules is Birds Eye with 
their "quiet corner" campaign for 
vegetable combinations. Agency: 
Young & Rubicam. The strategy is, 
to present Birds Eye vegetable 
combinations as exciting news and 
to promise the housewife something 
wonderfully stimulating when she 
livens up the plates with these new 
vegetable products. 

The advertiser asks the viewer, 
"Why should vegetables be the 
quiet corner of the dinner plate?" 
Then — : bang! — you see a series of 
quick cuts between the plate and 
all kinds of violent action, ranging 
from a football game to a Fourth 
of July parade. This is exciting^ in- 
teresting and unusual food adver- 
tising at its best. 

The "quiet corner" campaign 
started only last October. Results 
have been very exciting to Birds 
Eye. Sales are up half again for the 
last quarter of 1963 over the pre- 




A veteran of nearly 14 yeafs tvith 
the same agency, VICTOR BLOEDE 
is executive vice president of Ben-, 
ton * Bowles, a board member and 
management supervisor, lie climbed 
to his lofty post via the copy writing 
ladder, thus cfin spot a robust TV 
job from 60 paces — one eye closed. 



ceding quarter — which means 
"quiet corner" is making a good- 
sized noise in the market place, 

• Some of the most memorable 
advertising of the year came from 
— of all places — the manufacture* 
of an office-copying machine. In- 
stead of running tried - and - true„ 
nuts-and-bolts, trade copy, the 
Xerox Company Went oil television 
and told the world bow much, ftin 
it is to have a Xerox copying ma- 
chine in your office. 

The agency, Papert, Koenig 
Lois, decided to let the machine 
demonstrate itself in TV commer- 
cials. To dramatize its simplicity 
and speed of operation, they first 
cast a little girl as the operator. 
You've seen the commercial. 

When the FTC stopped by to 
reassure themselves that a little girl 
really could operate the machine,, 
PKL proved that she could by hav- 
ing her teach; the FTC man how 
to run it! 

Then, of course, they topped 
themselves by having a chimp do 
the work in their next commercial 
Currently, they are keeping up their 
daring ways by running f oreign lan- 
guage commercials. 

• Who would have thought that 
a staid, British airline would pr®> 
vide One of the most exciting tele- 
vision campaigns of the year? 
BOAC f ooled a lot of us. 

Because new low fates offered an 
opportunity to appeal to a larger 
mass audience than ever before, 
Pritchard-Wood, BOAC's agency, 
turned to television. Logically, they 
chose to sell not the airline^, itself, 
but the places it flies to. In the fall 
and winter, they feature the Carib- 
bean; in spring and summer, they 
show England. 

The commercials are deceptiyely 
simple. Quick cuts of destination 
scenes — played against a low-key 
sound track. The Caribbean adver- 
tising is particularly effective with 
fast-moving clips of island scenes 
cut to a swinging calypso by a steel 
drum band. 

All four of these advertisers hni 
the courage to be different Birds; 
Eye and Betty Crocker chucked the 
cliches of food advertising; arid 
found that it paid. Xerox refused to 
follow the accepted techniques of 
office-machinery selling — with spec- 
tacular results. BOAC proved that 
you don't have to be stuffy to be 
conservative, • 
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When If., Franklin Morrison became Exeentire Vice-President and Manager 
of First Federal Savings and Loan Association of Washington in 1951, the 
Amoeiatiou's assets were $32 million. Today, Washington's largest federal 
sayings and loan association's assets are over |205 million. Morrison, past 
president of one of two of liis Industry's national trade orga nizationSr, modestly 
stresses First Federal's success has been a team effort and due, in part, to 
effective promotion of thrift and home ownership over the years. WWDG 
thanks Mr, Morrison, First Federal and the Henry J. Kaufman agency for a 
share in this success story. It Lias been gratifying for "the station that 
kmp&pwpte in mind" to promote "the friendliest folks in town." 

BLAIR 
GROUP 
PLAN 
MEMBER 

Repfesented natioiwlty by Blair Ftaiia 




WWDG RADIO WASHINGTON, D.C. 
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Hollywood returns 

in '64-115 season 
as lensing leader 



Hollywood's je&uafctg t@ nePwarfa? programing spotlight this fell after several 
seasons on sidelines;. New Tork is practically out of the picture. Qm of several 
trend reversals shaping up for 1964-'6S is move hack to film instead of Uvp-tape 
programing^ threes web plienomerm— with Hollywood producing almost 
of all prtaie-time programing. NEC-TV, whose current schedule is about "Wb 
film, will increase it to 94% in September; A1C, ieteter during late '5Ds in use 
or filmed programing, is vigorously re-embracing that approach with a fall film 
percentage of about 90S ( vs. ahotit 7W this season }j and CBS ti MU!% TOf* 
conservative, will increase its film ratio from this season s to about 7M in 
1964-*65. For analysis of other directions to be taken next season by networks 
(and advertisers), see page 31. 



New FTC move may 
force revamping 
of cosmetic aids 



Advertising by U.S. manufacturers of cosmetic and toilet preparations nwf have 
to be drastically revamped, if FTC goes ahead with plans to adopt new rale 
prohibiting deceptive use of names or depictions suggesting foreign: origin of 
product Rule would declare unlawful "the practices by marketers of cosmetie 
or toilet preparation products; not wholly made in a foreign country of? (1) 
representing ixl any manner that such products are made in a foreign aaunfry- 
£2} or using any foreign word, term, or phrase, or any depiction or other device 
or word indicative of foreign Origin in any trade, brand, or product name, of 
otherwise (i.e., on a package, box, or bottle or in advertising) unless clear and 
conspicuous disclosure is made that suuh products. Were madei c^miptiusaded* 
mixed, blended, or diluted in the U.S." Hearing on proposed rale will be; held 
Apr, 22 at FTC Building in Washington* with written comments due by May 7 4 



Pitch seeks to put 
finance, oil firms 
into Negro radio 



Look for new pitch for finance companies and oil pompaiiMs to #dveftisg on 
Negro«oriented radio stations. Arguments are that number of finance company 
offices are presently in both Negro and integrated communities,,; and Negroes 
are buying more cars all the time . . . aad you can't run a car without gai, 
Meantime, or 1963s top 50 spot radio advertisers (SPONSOR, Mar. 9), |i «ed 
Negro radio in N.Y. as part of their media-mibe, according to WLIE general 
manager Harry Novik,, Two of the 10 were Hamm and Falstifl, both western 
beers which don't compete in N.Y, market, thus reducing real total to &— 
making true percentage 50f, Movfk said analysis of non-using advertisers show 
six are airlines; six are finance and utilities companies;; and feaf are Oil &m» 
panies. He adds that while air travel might still be limited in the Megro eonwnu*- 
nty, he can't understand reluctance of finance and Ol cOmfanies to ignore the 
niedinm. "Obviously, there's still a major selling |Ob to be dene,^ Novik says. 
His NY, station carried 23 of tile 24 top spot radio advertisers wMefa were in 
Negro-oriented radio. 



If papaya leaf OK "Talkable difference" may be found once again far tobacco advertising if tests 

as tobacco su bp are successful to find "safe** substitutes for smokers by fabricating them Out of 

other tests on tap many different types of vegetation- Currently undergoing study, according, ta 

Mutual Broadcasting's newsletter, is papaya leaf* If successful, slogan of futttre 
may be; "The Best Papaya Jrtakes the Best Sncake.** There's no Inforniation on 
Whether the produ&t is ^meommonly Sno0tli* ? Or whetber r M papi^af make 20 
wonderful smokes," says newsletter, which adds it never thought day would 
come when papaya leaft might be Wifth more than the fffiit itsel£ The research 
may 1 only be 'beginning of even bigger scramble!, with banana leaf pjIsMMy enter- 
ing pietnrt , along ^rfth many other such types of foliage* 
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Metro Charlotte is just the yolk. You get the whole egg — a market 75 miles in diameter — whf 
you buy WBT Radio. The populous Piedmont's top-audience radio station for two decades, on 
WBT's 50,000 watt signal delivers Charlotte PLUS ... a market of more than TWO MILLION PEOPL 
with $2V2 BILLION in buying power. Your BLAIR man has the WBT story. Egg him on about it! 

WBT RADIO 
CHARLOTTE 

Jefferson Standard Broadcasting Company 
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LIQUOR-ON -AIR: THE 
OLD PROBLEM'S BACK 

WQJCR New Ysorfe's acceptance of liqi*©r advertising 
r e »u It s i n s ha t- g I a s s t h ro w i n g — p I u s f a st set lout 



ua« Wqm New Yorks 

Ftllioii M« Sanger # Sr.., executive 
hroke the news kit' Wednes- 
day of' the sMjjCffl's willingness to 
Acee.pt hard liquor ads, putting the 
iMK #| liquor commercials into 
mw$r^ sharp unci pmbllc focus. 

la immediate response, Howard 
11. Bell, director of NA.BVG.ode Au- 
thority, law the policy m % nfmim" 
"Please- doa-t "break do»n the 
gates/ telegraphed. MAB president 
Leloy Collins. 

% weett end "WQXR hang up 
its "sold out" sign, for Muirhead% 
Saatoh and Schealey Iadnstries had 
bcMaght a total of 11 half -hour, late- 
night programs betwfea them* to 
■Start in early April, 

PWrhaps looking towards last 
week's FTC hearings on Capitol 
Hill, Code Director Bell said that 
anti-liquor groups were eontinu- 
onsly pleading with Congressmen 
**This will give them more aromuni- 
I r 3s 

A nsw-#ubs@riher to the NAB 
code^ WQXBPs principal exception 
to code staadards is that they've 
long accepted ads far cordial% 
eocitail minis to which mast he 
added spirits and copy for earhoa- 
stted, mixes thai suggests using fOur 
-«wa, gin. Of wtfti®* 

"Wft always .carried something 
close- to liquor advertising" Sanger 
espifains, %nd we've frequently 
SWW, s Whf not p. all the 
mafT WQXR broadcast its first 
vermouth commercial 2§ years ago. 

But .after IS years, why change 
ttfwt' 

The stations beea ^seriously** 
.coas'idering the pfllfcy change for 
the last six months and,, laager, 
explains^, had had "several inquir- 
ies" from potential advertisers. 
Wire either of the cur-rent spontofs 
among them? *Ifesf he says. 



Madison Avenue :raiaars of the 
proposed move led to g puhhe pol- 
icy statement before any contracts 
were signed,, contrary to; toe sta- 
tion's preference. Immediate news 
breaks no doubt helped foimntee 
whatever negotiations had been in 
progress. 

According to the station's time 
card, the contracts amount to about 
1630 per week for Muirhead and 
$111 for Sehenley— roughly $1,000. 
While Well above the average radio 
station's performance, the amount 
is not considered impressive in 
light of WQXBs (and The New 
York Times', its parent company) 
solvency. 

The new policy is 'not as radical 
a departure for us as it might ap- 
pear,** general manager Sanger con- 
tinues* "The reason is that the pro- 
gramming of WQXR attracts a ma- 
ture audience and we have always 
recognized the sophistication of 
these people. All studies indicate 
that only about If of our total au- 
dience is under lg„ but as an added 
precaution our present plan fs not 
to accept hard-liquor adverfMng 
before 10:30 poaf ,SMfesi initial 
.annonawemeat said that it wouklat 
accept spot announcements, only 
sponsorship of half-hnur programs 
Of more-. 

The coatfSit for Mhirhead Im- 
porters,,, Inc. was placed by Kenyoa 
& .EeMsrdt and provides] for the 
parchasB of half j ohur musical pro- 
grams from iO'530^11p,mi oa M«n- 
day f Wednesday, Thursday, Friday 
aad Saturday. It gives Muirhead 
Bm programs a, week, 

The ffhenley Iadnstries order 
«as placed, throagh Norman, Craig 
& Kummel. It also calls for half- 
houi* Of music, 'Monday through 
Saturday, in the 11:30 p.m. to mid- 
night slot. 
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The station emphasizes that its 
not accepting liquor advertising for 
Sundays, 

The Distilled Spirits Institute, to 
which 7Q% of domestic distillers be- 
long, has traditioaally been against 
broadcast advertising for alcohol. 
Wh#n the Institute first got wind 
of the new WQXR policy hack in 
February, the following was written 
to Sanger by Robert W. Coyne, 
DSI president! 

"As you know the voluntary codes 
of good practice of both the NAB 
and the Distilled Spirts Institute 
preclude the advertising of distilled 
spirits on radio and TV. While these 
codes have no legal eject, their 
sound, public relations basis is ua- 
questioned. 

"The element of our voluntary 
Codes had been a highly persuasive; 
influence on members of Congres- 
sional committees considering legis- 
lation that would bar the advertis- 
ing of all alcoholic beverages, in- 
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eluding beer and wine, an objective 
of the militant drys which they 
pursue with vigor and determina- 
tion . . . 

Last Wednesday, the Institute re- 
affirmed its policy publicly in The 
Wall Street Journal, stating essen- 
tially the same sentiments. 

The Schenley buy on WQXR is 
not surprising, however, in that 
Schenley does not subscribe to the 
Distilled Spirits Institute. 

Interest Shown 

Many additional liquor advertis- 
ers and their agencies have ex- 
pressed interest in possible WQXR 
buys, according to Norman S. 
McGee, vice president in charge of 
sales, but it's hard to tell who was 
really interested. 

"Whenever something is sold — 
that's when people begin telling you 
they wanted it. Many agencies and 
advertisers were contacted a long 
time ago. Everyone had a chance," 
he said. "We contacted all the major 
domestic distillers and the major 
importers." 

Seagram, one of the largest, says 
they were never notified of the 
WQXR policy shift. Seagram wasn't 
interested, however, and felt that 
WQXR knew it. Seagram ad man- 
ager Charles H. Weissner, Jr., 
stated that it has been "an historic 
policy of the company not to use 
either broadcast media or Sunday 
newspapers to sell hard liquor." 

John Holgers, advertising man- 
ager for Hiram Walker, another of 
the giants, also says his company 
was not informed of the policy, but 
it wasn't particularly interested 
either. 

Not A New Problem 

NAB Code Director Bell noted 
that liquor has been advertised in 
scattered instances on smaller sta- 
tions, but not on outlets with 
WQXR's status and prestige. He 
added that even beer and wine 
commercials must still be managed 
cautiously. 

"If liquor is advertised in The 
New York Times, he observed, "it's 
hard to see why it cannot be carried 
on The Times' station," he observed, 
"but in fact there is a difference 
between media." 

Historically, the controversy over 
hard liquor has been giving the 
broadcast industry a mild hangover 
for many years. Network radio was 



born in the Prohibition era, unlike 
other ad media up to that time, and 
started off with a no-hard-liquor 
ban. Individual stations followed 
the same line, which was never 
relaxed even after the Volstead Act 
became history and the chatter of 
sub-machine guns went into limbo 
to await The Untouchables, 

Over the years, various minor as- 
saults in the broadcast media have 
been made by distillers. Publicker 
stirred up a public row in Philadel- 
phia in 1961 with an 80-station spot 
campaign — accepted by a number 
of non-NAB stations, and still cur- 
rent in some six markets — for its 
Philadelphia White Label. At about 
the same time, Heublein launched 
a campaign for its cocktail mixes in 
TV and radio, and Schenley has 
used late-night local radio. Seagram 
has been a low-pressure broadcast 
advertiser, using public-service- 
type shows and commercials to 
sell wines (and onCe drawing a 
reprimand for lingering on the in- 
stitutional logo in TV commercials, 
since it's also featured on whisky 
labels). Marginal operators, such 
as one firm bottling an orange-juice- 
and-vodka concoction called "Texas 
Tommy," have cracked the rhythm- 
and-blues radio station market. But 
there's never been a really wide- 
spread campaign by a major dis- 
tiller. 

FM Lowers Barrier 

Not surprisingly, there's a divi- 
sion of thinking between AM and 
FM-only station operators on the 
liquor question. Veteran FM sales 
red and consultant Roger Coleman 
told sponsor: 

"FM stations have a primarily- 
adult audience anyway, and few are 
members of NAB. Therefore, a 
number of FM stations, seeing the 
potential revenue in liquor adver- 
tising, have been quietly accepting 
spot schedules for it in the past 
three or four years. The AM or 
AM/FM operators are more likely 
to be NAB members, and to be con- 
cerned about young listeners in 
their audience, and therefore shy 
away in most cases from liquor 
ads." 

NBA president Collins' wire ad- 
mitted "considerable pressure with- 
in the industry for similar action," 
yet told Sanger that "your position 
will strongly tend to undermine 



mature and responsible self -regula- 
tory action within the entire broad- 
casting industry;" 

"Expediency," he said, should not 
be allowed to override present, 
long-standing, nationwide NAB 
code policy — i.e., "soundly basc<J 
decisions reached after repeated 
and thoughtful examination by! 
broadcasters over many years," 

Collins based his plea on two fac- 
tors: First, broadcast media "have 
demonstrated their impact in en- 
couraging consumer demand,'* 
which, he felt, should not be im- 
posed upon potential drinkers; "The 
increased consumption of hard li- 
quor by young or old is easily 
demonstrated to be damaging to 
the public interest." 

NAB's Collins Warm 

Noting industry pride and credit 
won by voluntary bypassing of H- 
quor-ad profits, he said he is "ex- 
tremely disappointed" in the 
WQXR policy and "strongly urge! 
that you reconsider any such ac* 
tion." 

Asked if he plans a farmal reply 
to NAB wires and worries, Sanger 
says he's already explained to Col- 
lins by phone that the move \vas 
"carefully considered." 

Although WNEW Radio New 
York intends to retain jts firm "no- 
liquor advertising" policy, John V, 
B. Sullivan, its vice president and 
general and sales manager, believes 
his competitor's move is "a progres- 
sive step — and the most unpopular 
thing they could have done." The 
move should have waited out a 
show of industry responsibility in 
such current controversies as clut- 
ter and cigarette ads, he feels, 

"It's Criminal," he says^ "that peo- 
ple feel this industry can't be trusted 
to carry the same merchandise as 
print. After all, the sports pages of 
any newspaper are filled with liquor 
ads and that's exactly where my 12- 
year-old son turns to find box 
scores." To say broadcasters should 
not carry liquor ads also k, Sulli- 
van says, "hypocritical." 

By week's end, WQXR Was sin> 
ply going ahead as usual, Part of 
its immediate business: to begin 
construction of a new, 300-foot AM 
transmitter tower on Long Island, 
a project that'll enable WQXR— 
liquor ads and all] — to reach more 
listeners. ■ 



20 



smmm 



FTC PUSHES 'NO SMOKING' SIGN 
FOR ALL CIGARETTE COMMERCIALS 



Braae'sta'Ster s, lo.faaetjome.rr frg.H-t proposed carrtrols 
which «?ould ma Ice commercials 'yrrsell' cigarettes 



Wmmm&zoM — In the farmal 8i vel- 
vet-draped bearing room of the 
Federal Trade Commission in 
Washington last week, on Monday 
at tO" A,3d.,, a gavel rapped, every- 
one resa, a voice intoned; "The 
Honorable Cjoromsaooers <tf the 
ffrfiftrfl Trade Commission, The 
Commission is now to session..." 
Th® chairman, Paul Band Dixon, 
inftmhers Everette Maclntyfe,, Phil- 
ip Elrnmn and John R, Redly, took 
their seats in high-backed chairs 
in a setting strongly reminiscent of 
the supreme court to hear some "3-4 
witnesses argue FTC's proposed 
roles to math cigarette advertising. 

The setting and the highly tech- 
nical' legal; arguments fif some IT 
opponent witnesses may have 'been 
prophetic ol the day when the com- 
mission will have to defend its right 
to make the proposed rotes, in the 
ultimate Pffuit testis 

For 1 it, #*s plain from, the «tait 
of tin- hearing that the eemmission 
•was in hot legal water on its author - 
ity to. 'propose ^substantive* rides 
and. to determine, in advance, that 
certain advertising praetives by one 
particular industry would violate 
.<aamm.issi.on law. Tl» approach is 
a "fort** with the commission. Op- 
'fMients. say it is based on "belief 
in FTC's moral Tightness rather 
than on evidentiary proceeding -of 
«implain;t--and-hearing with a fac- 
tual determinations Opponents also- 
ekifmed that Congress has in past 
instances refused to permit the FTC 
to proceed in this; manner. 

Larch W 4 ?"P«# 



Tire rules (chairman Divan be- 
gan to refer to them more often as- 
"tentative" as the hearing pro- 
gressed) would require on every 



label and in every cigarette adver- 
tisement' a warning: '''Caution; 
Cigarette Sinoking Is Dangerous 
To Health, It May Cause Death 
From Cancer And Other Diseases'* 
— or a Variation, including refer- 
ence to the burgeon General's re- 
port on smoking and health. 

Another rule would limit ail ad- 
vertising implying in any way ? . 
shape or form that smoking con- 
tributes to well-being;. A third bars 
claims that any one brand is prefer- 
oiTtial on a health basis to any other 
— until scientific tests have been 
made, geared to some future Stand- 
ards the FTC will decide on. 

No one took issue -with the com- 
mission's good intentions as far as 
public interest goes Even the 
hardiest industry opponents of the 
rules admitted that the commission 
ibowpil zeah if not much acumen, 
Tit rushing into early action on re- 
quest of numerous medical and 
scientific experts, The, American 
Cancer .Society, The Heart Insti- 
tute, The Crusading Legislators. In 
the light of the- Surgeon General's 
definitive pronouncement that there 
is cause and effect between ciga- 
rettes and cancer, particularly for 
the very youthful smoker, the FTC 
Felt it had a mandate to move fast 
against -what it believes to be a 
miBna.ee. 

B|ot rare witness,, even those most 





Federal Trade Commissionedrs Reilly, Elman 

violently opposed to the rules on 
legal, economic or even common- 
sense grounds, denied that some- 
thing should be done to curb ciga- 
rette smoking in the very young — 
particularly in TV youth-appeal 
advertising. 

But for the most part, industry 
spokesmen managed — or tried to 
manage — not to get involved in the 
health aspects of the controversy. 
All argument by broadcasters, ad- 
vertisers, tobacco industry (from 
the powerful tobacco institute to 
the smallest retailer) went to mat- 
ters of law and the commission's 
lack of authority to "legislate" by 
rulemaking. The commissioners 
persistently pulled in the health 
question and the "psychological and 
social" hypnosis of youth. 

The buttons came off the foils 
in an hour and more of bitter fenc- 
ing between three of the commis- 
sioners (Newcomer Cmnr. Reilly 
was largely silent) and the Tobacco 
Institute's H. Thomas Austern. It 
was Anstern who carried the main 
burden of oral argument the first 
day, and Association of National 
Advertiser's Gilbert Weil the sec- 
ond. Radio Advertising Bureau's 
Edmund Bunker challenged for 
radio, and American Newspaper 
Publishers' Association's Arthur 
Hanson for the press. Broadcaster 
Associations NAB and TV Bureau 
of Advertising submitted written 
statements for the record (Sec 
Week In Washington). 

The commissioners seemed de- 
termined to prove then and there 
that the FTC has the authority to 
make the proposed rules, and that 
its unusual method of requiring af- 
firmative declarations to keep "mas- 
sive" cigarette advertising from 




and Maclntyre 

. in legal hot water for "sunbstantive" rules 

menacing health was strictly legal. 
Admittedly, the route was never 
before attempted under Sec. 5's bar 
to "unfair and deceptive practices." 

Argument between the commis- 
sioners and opponents and Austern 
and Weil, particularly, went to the 
last split hair over precedental 
court decisions during the past 50 
years; wording of the statute; word- 
ing of the FTC's disclaimer pre- 
amble to the present rules that they 
are anything but ordinary allowable 
rules; and the ambiguities and pro- 
hibitions in the rules themselves. 

Cmnr. Elman was particularly 
incensed about lawyers "categoriz- 
ing" everything. He insisted that 
the rules were paralleling the FTC's 
peculiar line-crossing functions 
which are neither executive, legis- 
lative or judicial, but a mixture of 
all three. "The commission is a 
unique administrative agency," said 
Elman, and no one argued that. 

The possibility that all cigarette 
advertising could fall under the 
proposed rules made Cmnr. Elman 
remark: "And should we shrink 
from this?" He obviously didn't 
think it would be a bad thing at all. 

ANA spokesman Gilbert Weil, 
having needled the commission on 
its procedure and the rules them- 
selves, said he resigned to "making 
the commission even more hopping 
mad" — when he taxed it with an 
illegal trend. He said the agency 
was demanding more and more 
"affirmative disclosure" — without 
the advertising having to be de- 
ceptive to incur the disclosure. 

Said Weil, this takes the FTC a 
long way from its statute and from 
its purpose to stop "unfair or decep- 
tive" advertising. It takes the agen- 
cy, in fact, right to the point where 



it can jog the consumer's elbow. 
"It tends to mote and more affirma- 
tive disclosure of facts, which, if 
known, would be likely to affect the 
purchaser's choice." 

On the last day of the hearing, 
Virginia's Gov. Albert Harrison was 
to make the same point but more 
directly, as far as TV advertising 
went .Harrison urged the commis- 
sion not to upset the "delicate bal- 
ance" of economic interaction, with 
anything that could cause sudden 
drop in cigarette sales — such as 
cutting cigarette advertising from 
its strong sales arm, television. The 
Governor, whose whole state's econ- 
omic structure and tax income 
hinges on tobacco, reminded the 
FTC that if TV advertising is killed^ 
the Medium, In Turn, suffers a r§« 
nancial wrench from loss of its 
$130-miHion-a-year customer, 

ANA's Weil, like most opponents? 
of the rulemaking, urged the FTC 
to let Congress handle this highly 
complex and explosive situation. 

In the matter of self-regulation^ 
the Tobacco Institute spokesman 
said the industry is compiling guide- 
lines to cut down youth-allure in 
its cigarette advertising. 

Commissioners said: "Where is 
it? We've been waiting a long time 
for it." Chairman Dixon, in extend- 
ing the deadline for further com- 
ment from all comers to April 15th, 
virtually commanded the tobacco 
manufacturers to submit their 
"guidelines" by that date. 

The National Association of: 
Broadcasters would actually have 
been the only one who coiild point 
to a concrete industry move in re- 
cent code action to cut down on. 
youth-allure in cigarette commer- 
cials. NAB's Bunker was able to 
say the NAB's radio code was work- 
ing on self-regulatory guidelines. 

But wistful testimony of Ameri- 
can Cancer Society's Dr. W. G. 
Scott highlighted advertisers' fail- 
ure to make a showing in self-reg- 
ulation. He said he was disap- 
pointed particularly because adver- 
tising people had been so helpful 
in getting the general cancer-pre- 
vention campaign spread so well 
on TV, on radio and in print. 

The hearings made it obvious 
once more that television and radios 
are the most vulnerable media un- 
der the proposed rules. Whether 
it's win, lose or draw for the FTC's 
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pwiposed rules, the brotde*stef ft 
between two: fixes while the bb«- 
trofersy goes on in Waslringtou — 
Ittitl perhaps for years in the courts. 
If die broadcaster refects ctgaretto 
advertising to, play ft safe with tire 
Ipvernmsnf , he's: in trouble dm ml- 
vcrtiief Mrnnritoeftts. If he goes 
along with the advertfstog, to the 
final iteeision, and FTO w4ns~-te 
very license could he in jeopardy. 

Tire honoring to some was strongly 
reininSseeut of the FCCs recent 
blaniet rutemaklng on camiwer- 
It was a wide departure trim 
precedent, Pot the commission — - 
stud its opponents, too- — • claimed 
the FCC was getting right into the 
substance of the licensee s program- 
ming and into a form of rdte-fi«ing 
lay trying to predetermine h&m 
many commercials were enough for 
smftfval iS'ttd profit* 

TSce PTC reversed the procedure 
and instead of issuing a blanket 
rale. for all ad»eriismg—seHled on 
cigarette advertising;. Unlike the 
FCC, the Trade Commission had 
jit its hearing 1.7 proponent wit- 
ngssRs, many in hgih places., hack> 
tog up its proposals, plus coopera- 
tive government agencies cheering 
tltirn on.. 

But the opponents, seemed, by 
the. end of the hearing's tbresh-out 
nf all the- issnes, to ha » e even atefc 
going for- their rids. In addition to 
strong challenges of the legality of 
die proceedings which, eould run 
<>n fcr years in court before the 
rates mm testing effective, oppo- 
nawts lined up four or five big guar 
First was the promised phase I 
«f_ surgeon general's report. 
FTC .apparently furaped the gun 
on this. Tlie original plan was t«> 
have do recommendation for action 
mide in the first phase of the study,, 
wllfe ll was fust, to establish' officially 
the msmtl role of elgprettes. in can- 
cer, All interested tgencies of ggy-. 
■emjaent ifineluding these eorieerned 
#fth possible financial wrench to 
the eettttOiUf if the tobaeea indnstey 
suffers, any sudden blow to its pro- 
duction «r advettMng) were to -fon^ 
for Jaefofe action -was recommended... 
Qisposfeig witnesses pointed vat that 
dmring a press mlwvlew, Pretident 
Jphrusorr said this was also his un- 
dftCstandiia^.. 

feciMs was the statement sub- 
mitted hf the Ainrriban Medical 
Assaeiatiwn that it felt .haxard wam- 




InjSustry opponents: R^Ws Banker, J^AETs Aremelta, Tvl's Cash 

. . .prophetic ot settings and arguments to come? 



togs for cigarettes; unnecessary, in 
the face of the government's educa- 
tional oampfltigff, But if more is 
needed, AMA believes Congress: 
should legislate. This brought the 
angriest diatribes from Cmnr, Mae- 
Itttyre who pointed out that AMA's 
individual members by the hun- 
dreds, many to the American Can- 
cer Society and the Heart Institute, 
were •urgently in favor of warnings 
on cigarettes as early as possible. 
Yet, said Maelntyre, a few weeks 
after AMA got $10 million far re- 
search from the tobacco :eompante% 
it says there has been enough pub- 
licity. (At a later point in the heal- 
ing, Hfe W. R Scott of ACS, said 
the medical association may want 
to. wait for research results of its 
study. Also, *medieal groups are 
prone to Bet eautlonsly," said. Scott.) 

CO N G BESS M AY ACT 

A third factor is the -strung pos- 
sibility tbat, with or without court 
challenge, a Congressional test 
•would, YCry likely arise on this, a 
if did on FCCs eommereials rule- 
making attempt. There is a little 
doubt that Congress, with its strong 
contingent of regional tobacco 
spokesmen and fears of any eco- 
nomic w. tax wreneb in this happily 
bullish period, would rescue the is- 
sue from the commission 

FouTtli— -there .is the massive re- 
search trader way to render ciga- 
rette smoke less harmful,, with -more 
in prospect -when lep'- Coolgy re- 
covers leverage, on* his proposed 
agriculture department research,, 
giWernntcut-financed-. 

Fifth— the wording of the rules 
themselves. .Even the medical con- 
tingent has had. reservations an the 
pEaetrcaltty of the presently pro- 
posed rules. 'With the exception of 



the AMA, they are fairly unani- 
mous on the "hazard" labeling. But 
the rules allowing and/or disallow- 
ing certain claims by individual 
brands were cited as possible cause 
of confusion to the public. 

The only meeting ground where 
opponents, and proponents seem to 
agree is that youngsters should not 
be deliberately encouraged to start 
smoking at a very early age. Part 
of tbat mutual ground will undoubt- 
edly be occupied by broadcasters 
and advertisers, in voluntary moves 
to keep the heat off until that 
hoped-for day when research wilb 
in turn, take the heat off them, 

RAB, Bunker said, looks "with 
concern" on the proposed rules, 
questions FTC's authority to adopt 
them and worries about their "ulti- 
mate wisdom." 

"Any rule requiring (M cigarette 
advertising to carry warnings," he 
argued, "assumes that all present 
and future cigarette commercials 
are in fact misleading" — an assump- 
tion that's clearly "erroneous." 

Suppose, Bunker asked, a sponsor 
were to limit his commercial to 
"This program was brought to you 
by Brand X" or "if you enjoy ciga- 
rettes, yo.ull like Brand X**? To hold 
such messages misleading is, he 
said, "to torture the English lan- 
guage,*" 

In con elusion, Bunker pleaded 
against the rules* punitive impact 
on radio., a factor he described, as 
"not determinative, but one uwt-B 
reason your proposals are unsound." 
The effect would be to divert ciga- 
rette advertising from radio, to other 
media liecause radio spots — the fa- 
vorite vehicle — simply don't have 
time to insert waning into their 
brief timeslois. ". , , The impact 
would be harshest on radio." ■ 
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Carbide pushes 

Makers of Eveready batteries repeat last year's 
low-pressure campaign to aid radio, with promotion 
kit mailed to 3,800 listener- hunting stations 



Advertisers seldom concern 
themselves with promoting an 
entire ad medium. But, for the 
second season in a row, Union Car- 
bide's Consumer Products Division 
has launched a non-commercial 
campaign designed to give radio a 
major boost. That's right, the whole 
radio medium. 

Union Carbide, admittedly, has 
a product axe to grind. Unlike many 
broadcast advertisers, the giant firm 



is the supplier of a product — Ev- 
eready Batteries — which cuts across 
receiver manufacturing lines to a 
degree where virtually anything 
that helps the cause of radio helps 
Eveready in the long run. 

The boom in transistorized por- 
tables has boosted Eveready sales 
to the point where Union Carbide 
is the leading U.S. battery manufac- 
turer in the field, despite sharp 
competition from such firms as RCA 




portable! 

and the leading Japanese elec- I 
tronics manufacturers. (Just how I 
big a slice of the « market Union I 
Carbide has is something company 
officials won't say, although they 
admit it's "sizeable.") 

Anyone who has seen the bewil- 
dering number and variety of bat- 
tery portables in use at beaches, 
picnic grounds, athletic events ? teen 
gatherings, and in all sorts of indoor 
locations probably feels that just 
about everyone in the country is 
wired for an earplug. Not so. 

In a letter to radio stations (all 
AM and a selected list of FM out- 
lets), Esty Co.'s Daniel M. Burns, 
v.p., updated last year's radio media | 
promotion thusly: 

"In the past year alone, battery- ( 
operated portable listening in- 
creased 40%! For the first time, bat- ' 
tery-operated portables accounted 
for greater share of listening hours 
than plug-in sets. Yet only 43% of 
U.S. radio homes owned at least one 1 
battery-powered radio." 

Then, touching on the basic mo- 
tivation for the Union Carbide pro- 
motion, Burns added a broad hint; 
"Imagine what would happen to 
radio listening if every radio home 
had a portable!" 

The promotion kit which accom- 
panies Burns' letter is designed for 
station use as either a long-term or 
short-term campaign. There's a 12- 
inch e.t, with bouncy, low-pressure 
jingles themed to the idea that "You , 
take a lively companion wherever 
you go when you take a battery- 
Operated portable radio." There's 
also a selection of "live-copy" spots 
which stations can produce with i 
their own personnel, a seven-point 
campaign outline whereby radio , 
stations can promote local time; | 
sales to radio retailers, and sugges- 1 
tions for various sports and, special- 
events radio promotions with por- 



4 There's} i(& ".fell" jor Eveready in 19M feSj 
of nvuj eMr /'if ""ft promotions, 

but more portables mean hattery stiles 
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Union Oafbiii fam high hopes 
far success with the 1964 campaign. 
GoIisAmer Products advertising 
manager A. H. Irust tald spaN-SSte: 

•%rtween 400 and 500 stations 

uggd our pr^m^tion tet y^ar* and 

it received extensive cooperation 
from* *NAB and KAB. Our guess is 

that merit tham IjQOO stations will 
fetors the jromotito this season, 
with many receiver manufacturers 
and importers joining in and urging 
their dealer's support. 

The Jingles,, meidetttally, are not 
simply ime. to our taste* We asked 
stations what they wanted, and we 
think w# nave it for them in a 
variety of musical styles." 

One of the major aims of the 
Union Gttrbid© industyy-tyf e cam- 
paign is to boost indoor listening to 
portable radios, a form of media 
exposure winch h as saoomsd, ahead 
m portables giw lighter, less ex- 
PMaslvi and better-soundAig. To- 
day, a battery portable can be car- 
ried from room to room, while a 
tonsewife tackles household dufies 
or tin head of the: family catches a 
newscast during the morning rush 
of shaving, showering and break- 

Bfere*s; the copy for a SO-seeOttd 
tfea spot In Uni&n Carbide promo- 
®m kit which mikes the point sue- 
*cin«tlyi 

*%tbeMi&tk all indo&r travelers — 
MMei§m measured the i ? you 

■mm' mob Ay — »**6h®s M 

$sem from mom to mom as ym* 
dmsM and dean and mop the flams? 
M om add up to Miles of monoioMy 
mi, d sure emefm ikat is a pftf- 
miim Tm mM * fcxi mm 
jmnim- iskmemt you ga whm- you 
take a battery-operated ■portable ra- 
dio! And, ymi get amamngly foe 
■vmrn t^toimfmm, flanks to madr 
■mm ttvmMm #tgto»rt%§ : I Tm -em 
fhtm. to sh&w fmm wkfa fem're 
feiSfeg wioAes . . . the news .. , , 
or m iMemiem program wMM 
m m£$& masking the dMms, And pt* 

ffamM-m radia gaef <figkt along 
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will ALERT THE RADfQ RETAILERS IN YOUR AREA... 
concerning your big "LIVELY GQMPAMOF promotion. 
Just add your own copy and call letter? on this 
artwork, and you're ready to go! 




KEEP/Si- TUNED IN T0- 

Y WXXX 




POSTOARO.No, 7. 



iS%ftti postcard mailings are available for use in ^Lively Companion" promotion 



Sim thg variety of portable radios 
amihMe ai yom dealers. The prices 
ate, tap* and they cost so little to 
,&pmate r Do it soon. Take a lively 
wmp0MoU wherever you go . . . 
take s portaMe radio . . . and keep 
it mn &d t o 

Do station executives in the prac- 
tiigal workaday world of commer- 
cial radio feel the Union Carbide 
promotion brings results? Here's a 
quick sampling of station comment 
in the wake tif last years portable 
radio promotifiifts 

• From WWL New Qtle&m *A 
great promotion for the radio indusr 
try, long overdue." 

• From KBQM Bismarck, N.D.: 
"Sold schedule of portable radio 
spots daily for entire monA, keyed 
to the transcribed announeements; 
client happy." 

• From WSQQ Charlotte* NJG J 
te ¥ery good ^~ got good results and 
eommeniSiT 

From WBLY Springfield, Ohio: 
ae m:©re s #4e iellifadii): 



the better we aie." 

• From WNEW New York 
"Great job, and WNEW will cer- 
tainly make full use of the tran- 
scription and copy material." 

Union Carbide, as an advertiser, 
has long put its money where its 
media sentiments lie, A show called 
The Eveready MoUr was a radio 
names-star vehicle hack in the days' 
when boys turned from their crys- 
tal sets to say, "Gee, Dad, I got 
Pittsburgh!" Today, broadcast ad' 
vertising still takes a large slice of 
Union Carbide's ad budget with 
network and spot radio and TV 
being used to promote Frestone 
Anti Freeze and Car Polish^ 
Eveready Batteries and Flashlights, 
6-12 Insect Repellent, and other 
consumer products. This faH ¥ as its 
highlight air activity, Union Car- 
bide will have prime-time network 
participations on a total of 11 
shows on the three networks, bacikr 
stopped with radio-TV spot activity 
in virtually all major markets, ■ 
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FC&B names director 
of marketing services 

John L. Rigotti, a vice president 
and vice chairman of the plans 
board in the Chicago office of 
Foote, Cone & 
Belding, has 
been appoint- 
ed to the new- 
ly created posi- 
tion of director 
of marketing 
services. In his 
new position 
Rigotti will be 
responsible for 
Rigotti the over-all di- 

rection and coordination of four 
related departments in the agency's 
Chicago office — media, broadcast, 
merchandising, and research. He 
will continue with his responsibili- 
ties as vice chairman of the plans 
board and as chairman of the agen- 
cy's electronic data processing com- 
mittee. 

A graduate of the University of 
Chicago, Rigotti is an 18-year vet- 
eran with FC&B. He joined the 
agency as a research supervisor, 
later served as director of research, 
and as vice president in charge of 
media and research. He served the 
agency as an account supervisor 
prior to taking over his duties as 
vice chairman of the plans board. 

CBS-TV sets sponsors 
for baseball & Dizzy 

CBS-TV's tenth year of Baseball 
Game of the Week, which returns 
Apr. 18, is completely sold. The 
series will be telecast on 25 Satur- 
day afternoons, Apr. 18-Oct. 3, and 
21 Sundays, Apr. 19-Sept. 6. In ad- 
dition, the network will air a ten- 
minute Dizzy Dean Show before 
each game, in which the famed 
pitcher will interview guests and 
present baseball features. Sponsors 
for Dizzy include Simoniz, via 
Dancer-Fitzgerald-Sample, and 
Texaco, through Benton & Bowles. 

Sponsors for the games are Fal- 
staff Brewing, via DFS, back for its 
12th year in the series (tenth on 
CBS), which signed for half -spon- 
sorship, with the other half shared 
by: Philip Morris (Leo Burnett 
Co.); Simoniz (DFS); General 
Mills (Knox-Reeves); J. B. Wil- 
liams (Parkson Adv.); Bristol- 



Myers (Doherty, Clifford, Steers &. 
Shenfield ) ; Chesebrough- Pond's 
(Norman, Craig & Kummel); Tex- 
aco (B&B); Carter Products (Sulli- 
van, Stauffer, Colwell & Bayles); 
and Colgate-Palmolive (Ted Bates 
& Co.). 



Shick sets record 
with ABC radio buy 

The Schick Safety Razor Co., out 
of Compton Advertising, Los An- 
geles, has placed a record-breaking 
half-million-dollar network radio 
buy on ABC. 

The 52-week Schick buy sets sev- 
eral campaign records for the net- 
work and Schick, according to Jack 
Mann, vice president of ABG 
Radio's Western division. It is the 
largest Schick net radio buy to date 
and the largest single order for 
ABC's Western division. 

Schick began this year's cam- 
paign on ABC with co-sponsorship 
of the network's exclusive coverage 
of the Clay-Liston fight in Febru- 
ary. The current buys are adjacent 
to three ABC news personalities. 
The schedule, promoting the new 
Schick Shave Cream and the stain- 
less steel Krono Blades, begins this 
month, features Monday through 
Friday participations on Paul Har- 
vey News; Speaking of Sports with 
Howard Cosell; and Neios and 
Commentary with John Cameron 
Swayze. 

Commenting on the buy, James 
Badgett, vice president and director 
of advertising for Schick, says the 
campaign will fulfill several Schick 
objectives. "It will reach a pre- 
dominately young male adult audi- 
ence with continuity and develop a 
personality association that will 
lend itself to a comprehensive mer- 
chandising plan, and I think we'll 
sell more razor blades." 

Mann said that Schick will real- 
ize more than 21 million adult male 
listener impressions each week at a 
cost efficiency unequaled by any 
other medium. 

The Aerosol Shaving Cream first 
shipment is just now beginning to 
reach dealers. A broad campaign 
for this product will get under way 
as soon as all dealers have adequate 
stock, it was announced. 

"Our business in the Schick stain- 
less steel and other blades is pro- 
ceeding at a good pace," says a 



spokesman. "Advertising and pro 
motional efforts, on which $15 mil- 
lion were spent last year in the 
15 Barbers campaign, have enabled 
us to achieve a high penetration ol 
the national blade market. In som 
cases, in the greater Los Angele 
area, and New York City, for ex 
ample, a recent survey sho\y$ that 
Eversharp blades have cax^tured 
39% and 3M respectively of th 
total blade market." 



Lorillard introduces 
new filter cigarette 

A new charcoal cigarette — York 
Filters — is making its debut this 
week in key markets, on the East 
and West Coasts and in Arizona and 
Nevada, P, Lorillard announces. 

The introduction is Daeked by 
heavy radio, TV, and newspaper 
advertising. Magazine advertising 
will begin in mid-April 

The TV campaign, including both 
spot and network, is described as 
"extremely heavy," "double 2*1 
triple normal single brand cigarette 
advertising/* Commercials are 66 
and 20 seconds: in length. 

Now being channeled to distribu- 
tors in initial markets, York Filters 
will be sold at popular prices, it Was 
stated, and will replace non-filter 
York Imperial-size cigarettes in 
these markets. 

According to Morgan J. Cramer, 
P. Lorillard president, the new cig- 
arette is in line with LoriHard's 
policy of concentrating in the area 
of its greatest competence and suc- 
cess — advanced filter development. 

The promotion campaign for 
York Filters includes extensive mer- 
chandising, promotional through 
Lennen & Newell. 

York Filters, it was stated, fea- 
ture: 

• An advanced method of guid- 
ing the smoke to the charcoal, gran* 
ules, so that every surface of every 
granule can come in contact with 
the smoke; 

• The Lorillard-developed filter 
additive to reduce phenol; 

• Fortified white cellulose to 
smooth the smoke, trap tars and 
nicotine, produce a rich flavorful 
good^tasting smoke. 

Initial markets for trie new York 
Filters are: the states, of California!, 
Arizona and Nevada and 31 eoun« 
ties in western New York. 
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SMrector George W'alson 

ditvcts as Columbia Smremi Gems' 

RtJ Beatiy looks in camera 




Creative director Bob Haume&ser 

t 




AGENCIES 



T$arl M cClintock, local liaison 



Beatly briefs two Hawaiian 
children featured in commercials 
as cameraman Bud Lmeion fIJ 
and plantation foremm look mj 



KIDS, CANE AND CANDOR 



imaj^waiLlye' yet literal u 
wmUX ft& yrii*|ues Hawaiian 



s e #f *tVl helps C* SP#i H sugar 
irtiage to mainland eustomers 



IIb^sose an agency .has offices 
^ IP near San Francisco's Grant jto&r. 
iugjj perceptive, eyes .saw, studied, 
seated the delight of China- 
town children as they ehompid 
ipped-down ttalfe of California 
tujp: cane, 
""They \&m cane, and ft mskes a 
picture,'* says Eugene I. 
Hmriagt«n t "board chairman of 
Honlg-Gooper 'k Ba^togtatt, If 4 
tetippy picture in If % why not 
' ippy m TV? 
It was a pro^foeatfye question 
fci an idea began to jell, for 
nnl,g-Ck)»per has sewed IB years, 
s the advertising eye of The Gal- 
" Hawa&w Sugif Bilk- 



ing Corp. of San Francisco. C and H 
Sugar's produce isn't Galifornian; 
the stalks woo Id have to be 
changed for authenticity, but it is 
Hawaiian— and uniquely so. Alone 
of all major UJL ;sugar refiners, it 
continues to grow in Hawaii what 
it sells on; the mainland, cane sug^r 
-pure cane sugar. 

Well* the concept was half an 
ocean away from Ian Eranelseo's 
Chinatown, but couldn't it sell— 
providing a few Wtf -were chomped 
out? 



idea "wasn't hatched over- 
night," Harrington says, a smile of 
reminiscence punctuating his 
words. "We worked earef 



Indeed, it took some doing be- 
fore agency, client, and production 
utattors were all resolved to every- 
one's satisfaction? three trips to 
Hawaii, three years* lapse of time, 
.three weeds' shooting in the field 
(and, sometimes, in the rain)— plus 
a generous mixture before all was 
said, sung, and put in the can, of 
San Francisco, Hollywood, Broa©^ 
wgf f and, happily, the cane fields 
of Hawaii. 

That's the beginning of the story 
about MA and Cane commercials, 
now seen on stations throughout a 
15-state western market and heard 
on some 160 radio outlets west of 
the Ml»l$sipp£ 



it 
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"A number of us had the idea for 
quite a while," Harrington resumes. 
"Our offices aren't far from Grant 
Avenue and frequently we see the 
youngsters over there. We at the 
agency finally decided to explore 
the possibility of getting this pic- 
ture into C and H advertising." 

Thus, the overall project started 
logically with advertising objec- 
tives in mind, the picture of chil- 
dren and cane. It required ripening 
so that the concept could be ex- 
panded—without forcing — ulti- 
mately to include television, natural 
settings in Hawaii, and non-profes- 
sional plantation children. 

"To begin with," Harrington con- 
tinues, "we contacted Wayne Mil- 
ler. He's a well known editorial 
photographer who's handled as- 
signments for Life and other 
national magazines and who lives 
in the Bay area. With local chil- 
dren from Chinatown and a few 
props, we headed for Stinson Beach 
in Marin County, across the Golden 
Gate Bridge. With a real beach, 
prop palm trees, and Oriental chil- 
dren munching California sugar 
cane, we took our first experimental 
shots." 

Results were rushed to the client 
as soon as they were out of the 
fixative. The pictures were shown 
to C and H officials and they en- 
thusiastically approved. They were 
good pictures, and some may won- 
der why agency and client didn't 
settle for their mainland version of 
the Hawaiian scene. The answer 
lies in the company's background 
and position in the sugar industry. 

Robert C. Cook, advertising and 
sales promotion manager, reports, 
"We wanted a direct tie-in with 
Hawaii because we don't want con- 
sumers to lose sight of the fact that 
ours is the only sugar from Hawaii 
and that it is pure cane sugar. These 
are the right and left hands of our 
advertising concept. And we feel 
that the best way to contact con- 
sumers is to reach right out and 
shake hands— both hands— with 
them." 

Such a policy had been devel- 
oped with good, but uncommon 
sense. C and H literally has its roots 
in Hawaii, where it was founded 
in 1906 as the refining and market- 
ing company for sugar producers 
there. Today, its product is the 
major brand -ih the western two- 
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Male Singer: Hey, kids! Let's sing that KIDS: O.K.! Singer: C and H . . . 

song you like ... The one about the Everyone sing about C and H . . . 

sugar cane. the only pure cane sugar from Hawai 



TV FRAMES COUPLE KIDS, CAN 




2 Girls: Mommy uses it to bake her Singer and Boys: They're dan-dan-dan 

cakes. She makes the greatest cookies, 
snacks and candy. 





bjfe Xhft'i our Bugsrl life C and 
t ltd H 




rtpfi lilaid kldt all lave that iane 
•ftPi ffl cjiin and swet; , », . 
* mi ft V*8Q it's felly gut . 
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,J sit, C and H, The pure call sugar 
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£t&4$ of the United States. The 
company operates a fleet of steam- 
ers to deliver raw sugar and molas- 
ses t® the mainland, where they are 
refiajed in the worlds largest refin- 
ery, company-owned and located 
iW Crockett, Calif, In spite of its 
resources, development, and mar- 
ket position, the company s adver- 
tising is keyed, Harrington explains, 
"to an extremely competitive busi- 
ness" 

The Hawaiian background, how- 
ever, leads advertising manager 
Cook to identify the islands as 
"the warmest image we could build 
for ouj* brand," 

Because Hawaiian children— like 
the Chinese children in San Fran- 
cisco—also like to chew raw cane, 
the agency and company decided 
to go ahead with authentic loca- 
tion shots. Besides providing; a 
sound advertising approach, it was 
an image that competition just 
couldn't claim. 

"On our first trip to the islands, 
Miller took black and white pho- 
tographs of Gahu, Hawaii^ and 
Kauai," Harrington continues. "We 
used them in newspaper, Sunday 
supplement, and billboard place- 
ments. 

"The next year, we tried a little 
television with minute spots of Our 
EMt axd Ckfife These were filmed 
in the islands^ with background 
Hawaiian music and straight an- 
nouncer's voice over. 

"It was on the ihkd trip to 
Hawaii that the advertising reached 
its full potential *' Harrington says. 
A catchy jingle was developed, 
based on the melody of B-A Bffy f 
a folk song written by Margie 
C&oper and sung by the Limelight- 
efs in their RCA Victor album* 
Through CMhArens BtfessT 

^Musically, we went to Hawaii 
via Hollywood,** says Bob Haumes- 
ser, vice president and creative 
director of the agency. ^Johnny 
Mann recorded our special lyrics 
for C and H with those "kids who 
did such a great job on the Frank 
Sinatra titgh Bopss record/ 

Then Baumesser and Ceorge 
Watson, TV director^produeer for 
the agency, packed up their music 
and went out to Hawaii for filming. 

"We took synchronized discs of the 
recording made in Hollywood, ,? 
Haumesser explains, "plus a port- 
able synchronist disc playback, a 



35mm Mitehell camera, and sound 
recording equipment,*' 

"Playing back the Johnny Mann 
singers' disc right out in the sugar 
cane field where we were shooting, 
we were able to film the action to 
synchronise with the sound •track," 
the director adds. "We hooked up 
our camera and sound-recording 
equipment on a single line with one 
switch so that we could simultane- 
ously record our on-eamera kids' 
voices, as a check for later putting 
the Holly weed sound track and the 
Hawaii pictures together." 

The production unit became a 
caravan. Transported to an island 
sugar plantation by trucks rented 
in Honolulu were five reflectors, a 
score of batteries, and a generator 
to run the camera and recorder. 
The juvenile performers, their fami- 
lies, and food for everyone were 
transported in airport limousines 
called "stretchouts." 

"We had gone directly into the 
schools near the plantations to find 
Our young performers," director 
Watson explains. "The teachers al- 
lowed us te watch the children in 
their classes and at play. Since 
virtually all the kids were attractive 
and personable, our only real cast- 
ing problem was to determine the 
number we needed," 

"After selecting the children and 
getting their names and addresses," 
creative director Haumesser adds, 
"it took us a couple of nights to 
find their houses and get their 
parents' permission. These were the 
most natural, unspoiled, caoptera- 
tive children I've ever Seen. And 
working with them in the commer- 
cials^ we have Ed Kenny who 
played one of the leads in Flato&r 
Drum Song on Broadway and who 
is one of Hawaii's: most popular 
entertainers." 

Like Hollywood film-makers 
some years ago, these TV com- 
mercial producers found impress 
sive new realism and authenticity 
—which contributes strongly to the 
believability of their sales message 
—by leaving their studios and ven- 
turing iuto the outside world. Lo- 
cation shooting has its problems 
and demands a lot of extra plan- 
ning, ingenuity, and flexibility, but 
it also has advantages. 

"One of the beauties of filming 
in the islands/' Watson says, *1s 
that the Bawaiians are an unself- 
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conscious, happy people. Making 
the C and H commercials was gen- 
uine fun for the children, for their 
parents, and, certainly, for us." 

Besides Haumesser and Watson, 
the production group consisted of 
Ed Beatty, Dick Hearns, Richard 
Kuna, and Bud Lawton of Colum- 
bia Screen Gems, Hollywood, and 
Earl McClintock, who recruited 
several production hands in Hono- 
lulu. 

But the crew wasn't without its 
mishaps. 

"We used only natural lighting 
with 4' by 4' reflectors," the direc- 
tor says, "and we had to assign one 
man to each of them, just to hold 
it in position against the wind." 

Filming was also frequently in- 
terrupted by sudden tropical 
squalls. "Sometimes we'd just be 
set up, ready to roll," Haumesser 
relates, "when a rain cloud would 
suddenly come over, sending all of 
us running for cover. But it didn't 
last long. After a few minutes, the 
rain would stop, the sun would 
come out, and we'd start all over 
again." 

After 8,000 feet were shot and 
in the can, the film was sent to 
Hollywood to be developed. The 
crew waited in Hawaii for its re- 
turn so they could screen it and be 
certain that it was properly ex- 
posed and not scratched. "All in all, 
it took between two and three 
weeks to complete three one-min- 
ute commercials in exactly the way 
we wanted them," Watson reports. 

With both "kids" and "cane" 
helping to sell the C and H mes- 
sage, it's little wonder that what 
advertising manager Cook calls 
"the major chuck" of its budget 
goes for broadcasting media. Cur- 
rently, Kids and Cane spots are 
running on TV stations in Arizona, 
California, Illinois, Iowa, Kansas, 
Minnesota, Missouri, Nebraska, 
Nevada, New Mexico, Oklahoma, 
Oregon, Texas, Washington, and 
Wisconsin. 

The sound track jingle has been 
recorded on ET's and is proving 
"very successful" as a radio com- 
mercial with live, 10-second dealer 
tags. C and H buys radio in some 
100 markets where television's im- 
pact is light. 

One of the most reasurring cri- 
teria for measuring the series' im- 
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pact is the bulging file of compli- 
mentary letters that the sponsor is 
beginning to collect. "Exceptionally 
enthusiastic," is how ad manager 
Bob Cook describes them. 

Wrote one viewer from San 
Mateo, Calif.: "I enjoy your com- 
mercial so much— thought you are 
entitled to a compliment. . ." 

From Porterville, Calif. : ". . . writ- 
ing to tell you how much I've en- 
joyed your sugar cane commercial— 
the one where all the island kids 
sing the sugar cane song. Pardon 
me while I go buy another five- 
pound bag. . .** 

From Leavenworth, Kan.: "Your 
C and H commercial . . . affords a 
delightful few minutes to which I 
look forward each evening. As a 
matter of fact, if I hadn't been 
using C and H sugar, I'd certainly 
make the proverbial switch." 

As a result of consumer satisfac- 
tion, both the agency and sponsor 
are, of course, delighted with their 
new series. And it all started be- 
cause, one day along San Fran- 
cisco's Grant Street, perceptive eyes 
studied the delight of Chinatown 
children as they chomped sugar. * 

Ted Bates enters merger 
with Australian agency 

Ted Bates & Co., New York-based 
international agency, confirmed re- 
ports circulating on three continents 
in the past several weeks that it is 
entering into a merger agreement 
with the largest Australian agency, 
George Patterson Pty., Limited, 
which has capitalized billings in 
excess of $20 million (commissions 
and fees). 

The announcement was made si- 
multaneously in Sydney by Bill 
Farnsworth, managing director of 
Patterson, and in New York by 
Rosser Reeves, chairman of the 
board of Bates. 

The new agency will be known 
as George Patterson-Bates Pty., 
Limited, with offices in Sydney, 
Melbourne, Adelaide, Kaula Lum- 
per (Malaysia) and Bangkok. 

This merger catapults Bates into 
third position among American 
agencies in international billings, 
estimated in excess of $60 million. 
Bates previously ranked sixth 
among U.S. agency billings abroad. 

Reeves, who pointed out that the 
Australian arrangement is one of 



the largest single international 
mergers in the industry's history, 
estimated that total Bates world- 
wide billings had now reached the: 
$210 million level, with 2,200 em- 
ployees in 16 offices. 

Reeves stressed that, in accord- 
ance with the operations policy of 
the associated group of Bates agen- 
cies, the new Australian firm would 
continue to operate with complete 
autonomy and that Farnsworth 
would not only remain in charge? 
of the over-all Australian opera- 
tions, but would join the board of 
directors of Ted Bates in New York. 
Patterson employees will be offered 
an opportunity to acquire shares in 
the new company. 

J. Ross MacLennan, senior v.p. 
in charge of international opera- 
tions, Bates-New York, and Reeves 
will join the George Patterson 
board in Australia. Both Farns- 
worth and MacLennan issued state- 
ments explaining that the merger 
is "the inevitable result of more than 
20 years of close association mutual 
clients, and friendship between the 
principals of both companies." 

"Further expansion in the Far 
East is definitely planned under the 
guidance of the Australian com- 
pany," MacLennan said. 

MacLennan announced that Lute, 
Soria, who formerly headed Cuba's 
third largest advertising agency in 
Havana, with more than $2 million 
in billings, would leave for Madrid 
this week as a permanent Bates 
representative there. In recent 
months Soria has been in the New 
York office in the creative and ac- 
count servicing departments. He 
will operate initially in Madrid, 
and, at a later date, expand his 
duties to Barcelona. 

At this time there is no Bates 
Spanish office and no Spanish ac- 
counts. Soria's function can best 
be described as within the explora- 
tory and potential areas, the agen- 
cy said. 



Foote, Cone & Belding 
reports earnings up 

Record billings and income were 
reported by Foote, Cone & Belding 
for 1963, in a preliminary financial 
statement. Net income was $1,823.,- 
000, or $LQ5 per common share, as 
compared to $1,414,000 or SI cents 
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p* common share for '82«, Gross 
fellags tn cheats of FG&B totaled, 

s^rjitjoaa,, «p fro™ $133,274,000 

for *m» Operating income (fees and 
commissions) was $13,10^000, as 
compared to $19,S1S,000 for '62. 

The audited financial statement 
for 1013 will he; included in the 
'M^mfy first annual report to be 
distributed to stockholders the end 
of this month, 

Foote* Ctone 4 Belding, one of 
the ten laifgest ad'^ertiMng agencies, 
©ffered SfiO^OOO shares, or approx- 
imately 28% of the total number of 
OlMlSirttg shares, to the public 
last September. The Stock is traded 
wer-thtes-eonnter. 

Y#ttny§ & Rabicam has resigned, 
till fiaw» account, it was an- 
nounced by George Grihbin chair- 
man,, and Edward h. Band,, Jr., 
president of the agency; Now han- 
dling the account is Albert Ft- aide 
Gu»the>( Law* 'Mew York, accord- 
ing- to Henry Millet^ account ex- 
ecutive , s , IftWnlfee^es Advertis- 
ing Cbitg ag©\ wsgufrsa Aunt WeJHfefe 
Foods, Glyman,, Wis, Established 
in 1929, Aunt Nellie s now prod-aces 
one of largest « olames of glass-pack 
yeptabtes fa nation. Howard W. 
Jane?? of KR handles account . « » 
Hander Bodkin. Advertising, Chi- 
cago,, awarded Bradley Industries, 
manufacturers Of plastic pa; 

Raster -Hilton Chesley OffftoA k 
Ath«rt» 9 New ^rk, muj^ by 
Whitehall laboratories division of 
American Home Products Corp., 
for Hills Gold Tablets . . . McCart- 
ney & Frit*, Studio City, Calif, 
specialists in independent Super 
Market cooperative advertising, ap- 
pointed by five more independent 
market chains, bringing the number 

represented by the agency to 19, 
comprising 60 stores with yearly 
volume in excess of $180 million. 
New chains acquired are,; Food 
Bound Up Markets^ Boyal Foods 
Markets, Pronto MaAeis, Shopping 
Basket Markets, and Lloyds M«r- 
'kets. 

Black & Masen s Springfield., 
Warn*, assigned Hamilton-Ward 
DfriiSw of OoitenM Art Co* 
Hamilton-Ward sells personalized 
gonial stationery and name and 
address labels via mail order. Arthur 
Misfcn, president, handles 



FALL S»l% 



of Golden 



^-*slp«M^#i*sM#s r g&eapist far© spark new net scHeelMlje 



i||;a>.Mi. , «BRlMw i the plans of nct- 
ff work and ag^nfiy programing, 

pundits fart* fall 1964 has already 
gone down in TV history. It is the 
year of the reverse trend. And it's 
not without its nostalgic notes. 

Tile names may be different — 
General Foods, Gillette, Chrysler, 
P&G,. where they once were TLS. 
Steel, Armstrong, General Electric 
—bat the excitement and aura of 
fiats generated by the big single 
and co-sponsorship signatures for 
next seasuns programs are more 
reminiscent of TV's "Golden Age" 
than anything recorded on the 
three-network sales roster in any re- 
cent year. And a promising plethora 
of prime-timfi comedy, musi<% and 
yariety ,« in conspicuous contrast to 
recent Insistence on Freudian- 
flavored realism, lends a ^lat-us- 
entertain-you,'' almost vaudevilles 
taster to tiie programing; 




Some things dent change, as 
harried heads of production houses 
and networks well know. Mortality 
rates remain sky-high — <iG£ of next 
season's shows will be new. Al- 
though 57 of last year's 6 shows are 
returning almost all of these are 
carry-overs from previous years, 
ftnly nine of the 33 hopeful entries 
in tire 196:3-'64 sweepstakes have 
survived, topping the record mortal- 
ity rate of 721 on new shows set the 
pluvious season. There is no let-up 
either in the mad scramble to set 
the fall schedules earlier and ear- 
lier? Last seasons agencies were 
delighted with a six-month preview 
of the new season's wares. Tbis 
year, schedulers are set and a hefty 
percent if foiirtii-qaarter availabil- 
ities spoken for with seven months 
to spare. 

American admen appear to have 
tossed aside Britain's magazine con- 
cept of network TV advertising as 
wholeheartedly and with about as 
much ceremony as their ancestors 
disposed Of its sea, Not only has the 
Mushrooming treed to minute par- 
ticipation baying taken an about- 
face far the first time in seven sea • 
sfitn'% but the number of hours 
bought in that smallest of time seg- 



ments will be almost 50SS less than 
last season (29?? participating net- 
work hours a week next fell vs. 49 
in the middle of the l963-*64 sea- 
son),. 

The swing has not been all the 
way back to single sponsorship, no 
surprise in view of greatly increased 
costs compared with five or more 
years ago. In fact, there'll Only be 
30 minutes more of prime evening 
network time sold to a single ad- 
vertiser than last season's seven 
hoars. The big difference is in the 
almost atavistic reversion to alter- 
nate sponsorship ( this also includes 
alternate week halves). Hours in 
this category will be double this faU 
what they were last (36 hours vs. 
18K'), 

If the seeds of discontent; with the 
participation approach to network 
economics can be traced to any one 
place, that would have to be 483 
Madison, Avenue. CBS-TV, regard- 
ed in some sales circles as Tory 
in its resistance to the participation 
selling trendy Is now well in the 
vanguard. Never high, it will sell 
minutes in only 40. of its 24 hours 
a week (6;30-ll p.ni, ) tbis Septem- 
ber, assuming co-sponsors can be 
found for World Wgr L NBC-TV 
is selling minutes; In only 11 hours 
this fall (and four of these are 
movies), while ABC, with the high- 
est percentage of spot carriers ( 14 
of Its 22M weekly hours ) , will never- 
theless have S'OIj less in this cate- 
gory than last fall, 

NBC can once again claim more 
of the big bankrollers than Its com- 
petitors, having sold five-and-a-half 
hfiurs of the new schedule to single 
sponsors* But a seasonal 535 hike in 
production costs has made the stakes 
so high that in every case on NBC 
the programs under single sponsor- 
ship have already received a view- 
ing vote of confidence In previous 
seasons (Chrysler's Bob Bope The- 
JSmfi thmtm, P&G's Grindl, 
Chevrolet's Bottom^,. Sell Tefe- 
phmm Hotm % and Ford's Hazel The 
other half-hour under full sponsor- 
ship for the fourth quarter is TW 3 t 
which has been renewed by one of 
its current sponsors )< On CBS, the 
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WAGON 
TRAIN 
W 



BROADSIDE 

SG 
Contac 



SUNDAY 
MOVIES 
I 



MY 
FAVORITE 
MARTIAN 

SC 

Kellog (AW) 
Toni (AW) 



ED 

SULLIVAN 
V 

Pillsbury 
(AWi/ 2 ) 

Whitehall 
(AW1/2) 
Lever 
(AW1/2) 

Lorillard 
(AWi/2) 



LIVING 
DOLL 

m 

Americafi 
Tobacco 



BILL 

& MARTHA 

SC 



CANDID 
CAMERA 
QU 

Lever (AW) 
Bristol- 
Myers 
(AW) 



WHAT'S 
MY LINE 

American 
Tobacco (1) 
Kellogg (2) 
. B.Williams 
(AW) 



WALT 
DISNEY 
PRESENTS 
V 

Kodak (AW) 
RCA (AW) 



GRINDL 

SC 

P&G 



BONANZA 
W 

Chevrolet 



VOYAGE 
TO THE 
BOTTOM 
OF THE 
SEA 



TO TELL 
THE TRUTH 

R. J. 

Reynolds 

(AW) 
Whitehall 

(AW) 



NO 
TIME FOR 

SJRiEANTS 
SC 

Sbfck (Ai)5 
IM tAW) 



WENDY 



SC 
Consoli- 
dated Cigar 

Old; 



THE 



S 



Miles |t): 
American 
Tabaico (2 ); 
National 
Bisiuit 



BING 

CROSBY 
SC 

Lewr (AW) 
Lincolrf 
Mfircllr"! 



BEN CASEY 
DS 



I'VE GOT 
A SECRET 
OU 

Toni (AW) 

General 
Foods 
(AW) 



ANDY 
GRIFFITH 
SC 

General 
Foods 



LUCY 
SHOW 

SC 

General 
Foods (AW) 
Lever (AW) 



HAPPY 

ftiTURIS 
SC 

General 



iLATIffmi 



Uraekett 

Off 
Philip 

Moxrte 
(AW¥n) 



1 



ANDY 
WILLIAMS 
V 



ALFRED 
HITCHCOCK 

AS 

L&M (AWV2) 



COMBAT 
AC 

A.C. 
Sparkplug 

Miles 
Beecham 
American 
Tobacco 

tm 

Colgate (1) 
Allstate (1) 



McHALE'S 

NAVY 

SC 
R. J. 

Reynolds 

Oldsmobile 



WALTER 



f 

SC 
American 

IAW1 



PEYTON 
PLACE I 



mm 
1 



RED 
SKELTON 
V 

Lever(AWl/2 
Whitehall 
(AWV 2 ) 
Alberto- 
Culver 
(AWi/2) 
Phillip 
JVIorrls 
(AWV2) 



PETTICOAT 
JUNCTION 

SC 
P&G 



THE 
FUGITIVE 
DS 

Beecham(l) 
Mobil (1) 
Noxema (1) 
Contae (1) 

Whitehall (1) 



THE 

NURSES 
DS 

Brown & 
Williamson 

(AWy 2 ) 
Noxema (1) 



MR, NOVAK 
DS 

Bristol- 



FritOrLay 
Warner- 
Lambert 
Pontiac 



A 

i 

lei 



AS 

Savrolet 



TW 3 
V 

Sold 



BELL 
TELEPHONE 
MU 

Bell 



ay 



Whl 

All 



SUNDAY: CBS starts at 6 p.m. 
witli The 20 hi Ckntuuy; 6:30 
p.m. Mn. Kn; 7 p in. Lassik. 



NBC starts at 6:30 p.m. with 

PROriLKS IN COUIIACE 



Program types are indicated a] 
Anthology (Diffierertt stories, 





w 

Ifiit* 
Bisquit 



wnna esiq perry 
snow 
se 

sbeJI 



THE 

MOVIES 

I 

fiflfcttig 

M&riiSn 
Dsdge 



in 



STONES 

it 

Best 
Foods (AW) 



Singer 



HREE IONS 



totem -ft) 
few (1) 



Pharr 



PM,(AW%) 

ftfrifnf 
(Awy 2 ) 

American 

TjJteclI 
(AWVa) 
Hrtsti* 



mtmr 
Bite fAW! 
Chevt 



FLAUE I I 
OS 

BWOT & 
\ ' ... ! " 



R. 1 

Reunite 

BrisM 
Myfcfs (AW) 



Of BA 



THE 

DEFENDERS 

9V 

Alberta 
Cufoer 

Brow & 

ifflamsrt 

mm. 

Whitehall 
(AW1/2I 



KILDARE 



WarrtBr- 
Lambert 
MSfbalOree 
GJtnbrook 
Labs 
Nabfsca 



SC 



KRAFT 
SUSPENSE 
THEATER 



FARMER'S 
DAUGHTER 

SO 

6teMl 



the; 

mm 



WITCHES, 

warms 
& mil 

WtttVEt 



1.1 mmm 

m „ 
Aiiaui (l) 

Cjaretaf ft$ 



RAWHIDE 
W 

Brotfrt I 
Williamgiire 
(1) 



I 

Bwwaf 
Wif§$, 

EsilKfi 

iljAJftlil 

AiiH<# 
fiftafef 

(A»J 
P Burt 
(AWV2I 



GMER 

mm 

ft, 

tfitterat 

ftflKfa 



YQi 
DAf 

It 

Am«ri,ESfl 



Mmm 
cuter 



NATIONAL 
SHOWTIME 
V 

War reef- 
Lambert 
Block Drug 
National 
Biscuit 
Carnation 



BOB HOPE 
THEATER 
DA 

Chrysler 



BENNY 

SC 

Miles (AW) 
State 



JACK PAAR 
V 

P. Lorillard 

(Awy 2 ) 

Speidel 
Blocfi Drug 



NANNY 
Mil 



JACKIE 
REASON 
V 



LAWRENCE 
WELK 

m 

l B. Williams 
Block Drug 



(Awy 2 ) 
Ralston 
(AW? 2 ) 
Drackett 



GILEIEAITI 
fSLANTJ 

10 



MR. 
iRMDWAY 

m 

Bf » & 
illltmstii. 

mm 

Sulftif 



GUNSMOKE 
W 

P&G (AW^: 
Whitehall 
(AWy 2 ) 
American 
Tobacco 



FLIPPER 



1ENTKKI 
1C 



SATURDAY 
NIGHT AT 
THE MOVIES 
W 

American 
Tobacco (2) 

R. 1 
Reynolds, (1) 
Bristol- 
Myers© 
Vick (1) 
Miles (1) 
Green Giant 
(1) 
laybelline 

m 

Starkjst (%; 
Sunfreaml 1 /^ 
Carnation 



0lpimn Mim ®mm M Oraniafil leading rharactBrs);; (DOG) Documentary; (Ml Mwes; (MU) Music; (QU) Quiz (Includes audi- 
Mmatife Wm (Witt wefeftw^ e;n&e prtitipalan and panel showsjf (SO Situation Comedy; (V) Variety;;, (W) Wesiecn 



AGENCIES 



Sales revolution overturns 
minute participation rule 



only new, singly sponsored shows 
are the General Foods replacements 
for Danny Thomas and Jack Benny, 
Many Happy Returns and Gomer 
Fijle. The food giant will be back as 
sole coiner of veteran Andy Griffith, 
and P&G with the proven-popular 
Petticoat Junction, making CBS' 
two hours of singly sponsored pro- 
graming. 

Alberto-Culver's shift of several 
million dollars from ABC and NBC 
into the CBS stable and Gillette's 
$7 million move from ABC Fights 
into NBC Wednesday night movies 
are the more dramatic spots on 
specific sponsor front. But basically, 
in terms of individual advertisers, 
next season's sales picture bears a 
surprisingly strong resemblance to 
the current one and may set a record 
for renewals, at least on CBS and 
NBC. 

CBS is about 85% sold for the 
fourth quarter (77% for the year) 
and NBC about 82% (70% for the 
year). Missing Alberto-Culver, Gil- 
lette, and a lot of participation buy- 
ers who traditionally come in later, 



ABC still has some 64 minutes avail- 
able. It's wide open on Sunday 
nights except for the new distaff 
version of McHale's Navy, Broad- 
side; has sold its three new half- 
hour comedies on Monday, but only 
two-thirds of the diligent Dr. Casey 
and one-sixth of the new adventure 
hour Voyage to the Bottom of the 
Sea; and is having trouble with its 
new Friday night shows. ABC's 
most powerful night seems to be 
Tuesday, with its strong lead-off of 
Combat and McHale's Navy. Agen- 
cies are also banking on web's 
Thursday troika of situation com- 
edies to come up with some strong 
competitive ratings. 

Biggest headache for NBC is Mon- 
day. Madison Avenue isn't going 
for the network's rather radical re- 
sponse to the General Foods block- 
busters on CBS — the 90-minute sit- 
uation comedy 90 Bristol Court — 
and there are six minutes open in 
Andy Williams, 4% in Hitchcock. 
Its other sales sore spots are Daniel 
Boone, up against ABC's strong 
Thursday shows and Perry Mason 



on CBS, and its three new half- 
hours on Saturday. If CBS can be 
said to be having any problems 
they would be, as anticipated., its 
two documentaries (World War I 
and CBS Reports), and, more sur- 
prisingly, one of its only two west- 
erns, Friday night Rawhide. But in 
the areas of situation comedy, vari- 
ety, and drama it's very near SRC*. 

The strong emphasis on escapist 
entertainment is seen by many as 
both a natural reaction to TV psy- 
chological-social documentary dra- 
ma and an inescapable temptation 
to stay with a good thing — in this 
case situation comedy which worked 
so well for CBS this season. So, 19 
of the 36 new shows on the boards 
this fall all are situation comedies, 
six are equally escapist adventure 
and suspense, and five are drama, 
almost exactly the reverse of tile 
new-show trend last fall when the 
networks debuted 16 dramatic pro- 
grams, no new adventure-suspense, 
and seven new situation comedies. 

Looking at the total upcoming 
network picture, over 25% (19M 
out of 73 hours) will be situation 
comedies; another 22/2 hours will 
be devoted to music-Variety and &d- 
venture-suspense programs, with 
drama, which last fall accounted 
for 17/2 hours out of 33, limited to 
13 hours this fall. CBS and ABC 
have most of the comedies between 
them (seven-and-a-half hours and 
eight hours respectively); NBC 
and ABC have each programed 
four hours Of adventure-suspense 
(CBS only 30 minutes a week); 
and variety fare finds five hours on 
CBS, four-and-a-half on NBC, only 
one on ABC. 

NBC has only eight new shows, 
while CBS has 13 (eight alone in 
the situation comedy category) and 
ABC has 16 (nine situation com^ 
edies), reflecting the continuation 
of a relatively radical programing 
policy at NBC. Unlike ABC and 
CBS which have dispersed the rat- 
ings risk with 31 and 31 programs 
respectivly, NBC is putting all its 
eggs in a 26-show basket this fall. 
It has only one more 30-minute 
segment than last season (seven vs. 
six) and one less hour (15 vs. 16), 
while ABC has added four 30-min- 
ute programs for a fall total of 19, 
and CBS has added six for a total 
of 22. ABC reduced its programs 
of the hour variety by one (to 11) 
and CBS by two ( to 14 ) . ■ 

SPONSOR 



| 



LATE ABC-TV SALES I 

( not included in chart) I 

DAY SHOW SPONSOR : 

Sunday Broadside Consolidated Cigar (AW) || 

Monday Voyage to the §§ 

Bottom of the || 

Sea Coca-Cola || 

Ben Casey Brown & Williamson || 

Contac |f 

Noxema || 

American Home §| 

Tuesday McHale's Navy . . . Warner-Lambert §1 

Fugitive Brown & Williamson || 

P&G | 

Wednesday . . . Patty Duke Breck If 

Sterling f! 

Burke's Law L&M | 

Thursday Peyton Place II . . . Contac || 

Friday Farmer's 

• Daughter L&M if 

12 O'Clock High. . . Brown & Williamson || 

Saturday Hollywood 

Palace Warner-Lambert 
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How to cure 




Marty new media aww suffer iraitf estiffratirtg fatigue and 
d©Pi ; ogra.pnig deteriwrafian because they prepare by 
.Studying Jrteolog/y*; French, or music, adman says 



TI3ULY 

Vim PrmMmt. Rlreetpr gf M^kMng, 
Ertwfe. Waseift Battirmff if tfie. 



Tm fwi i@mm& specialization 
gppears in every sector of the 
economy.. The architect once in- 
volved in ^structures* 3 new incuses 
On Waitfs Fair pavilions -of sum- 
mer theatres in-tfe-yound,, The elee* 
tranic engineer trained in, all phase? 
of the art narro ws his interest to the 
abflfftet World, of lasers, or- the 
worfJ"f world -of ti'M, The doctor 
is launched info general practice^ 
then WcU his career in the direc- 
tion -of those specific ailments offer- 
ing maximum challenge or gratifica- 
tibn,, whichever h more lucrative, 
Through the years, We have ob- 
sessed this- sjMcialMtlon tendeniy 
among managements and techni- 
cians in most industries,, and the 
advertising segment of the com- 
munications industry is no exemp- 
tion,. Bat the growth of the all- 
around advertising man into a com- 
munication, specialist has created a 
difficult adjustment problem, for to- 
day's advertising agencies, and the 
primary source of this difficulty can 
he defined as "perspective." 

engineer, and the 
the physician all re- 
liarities of specializa- 
ISscJpltaesi — that is, 
iy or lypSil' ! 4 — * 
i specialist in ad- 



Where t 
architect and t 
late their pecnl: 
ti#n to basic d 
physics^ or mi 

?' .)f;l 111 , 



rertising, has: no: universal structure 
of laws, against which to. position 
'his creative e^pjorations,, marketing 
hypotheses or media eon 
tiflns., 

This ibMneiS of structure or 
point of m6mmim t often dlsffitts 
the advertising specialist's esafel- 
iiive vision,, to th:e point where the 
•i»f#&e man sees the commercial 



as an independent work of art com- 
bining gripping phrases with, mem- 
orable sounds s on a field of award- 
Wlnning visuals — forgetting that 
across the country, hundreds of 
wholesalers and retailers are count- 
ing on that commercial to reduce 
inventories and generate profits. 

Similarly, the lack of comprehen- 
siye perspective sometim'es gener- 
ates in the mind of the merchandis- 
ing, man a feeling that any effort 
that doesn't result in a retail sale 
'Within five minutes after it is ex- 
pended, is frivolous. He either is 
unaware, of, or forgets, the long- 
term objectives of the advertiser— 
and the indirect tactics that must 
often Be used if these objectives 
are to be achieved profitably. 

.And now to the media specialist, 
who too often finds himself con- 
with evaluating magazines, 
newspapers, of stations as "Vehicles 
in a vacuum/' connting djjllgis-per- 

deeimal point while ignoring those 
dimensions of the marketing pro- 
gram that may exert the greatest in- 
fluence on the Success or failure of 
his plan, timing, competitive strat- 
egy, merchandising requirements, 
distribution goals, and so on. 

Why is perspective a more fre- 
quently observed weakness among 
advertising men than members of 
professions? Stop any hun- 
Ivertifing men on the corner 
of" 4f)th and Madison ( there are 
some admen who carft be stopped, 
but they are the exceptions) and 
ask them About their educational 
backgrounds and professional train- 
ing, for their jobs.. The range of 
schools, major courses of study, de- 
grees and previous occupations will 
amaze you, and will provide an in- 
sight, into how ^undiscipEned" is 
Our profession, and why this per- 




TULLY PLESSER 

Vice president and director of marketing 
at Ertvin. Wa$ey*, Ruthmtiff & Ryan slum 
Janwry, Tiilly Plesser has been mtttte 
in the advertising industry, Prepims 
m mmitrg m EWR&B he ims v.p. 
far marketing serpices, research at 
FuVkr & Smith & Ross for three years. 
Before that, director <oj ad research 
for Fair-child Pubticatkxns 



Spective problem is such a formid- 
able one. 

In a recent address at the Ameri- 
can Marketing Association Research 
Design Conference, Columbia Oni- 
versity s Dr. Paul Lazarsfeld pointed 
out that many advertising research- 
ers prepared for their careers by 
devoting themselves to academic 
curricula involving zoology^ French, 
or the cello. Although he Stressed 
the need for cultivating the ability 
to interpret from the marketing or 
advertising problem to the research 
design,, and then back again to the 
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TIME/buying & selling 



The playing field consists of eight con- 
sideration categories. Each category is 
to be given studied analysis, and all 
information gaps must be filled before 
the planner may move on to the next 
section. 

To complete each category, the 
planner may go to any one or all of 
the service-banks located in the center 
of the field: market research, media 
research and marketing/ sales strategy. 

While kibitzing by creative or ac- 
count personnel is allowed, spectators 
are asked to stay of} the playing field 
until the final inning is completed. 

Consideration categories 

START 

8. Marketing goals — Does the plan- 
ner know the immediate and long-term 
marketing objectives of the client 
company for the specific product or 
brand groups in question? Have there 
been recent changes in management 
thinking regarding these goals, and 
what steps might be taken to bring 
media planning in line with these 
changes? 

7. Current distribution — Where is 
the product available for sale today? 
Which geographic regions, city sizes, 
outlet types? And what level of adver- 
tising support is required to maintain 
that scope and level of distribution? 

6. Customer profiles — Who are the 



THE RULES 

ultimate consumers? (Age, income, oc- 
cupation, etc.)- In what ways are the 
characteristics of your brand's target 
group different from users of the prod- 
uct in general? 

5. Timing considerations — Are 
there seasonal variations in product 
purchasing and usage? Do special sea- 
sonal promotions require special me- 
dia support? What is the normal trade 
and consumer purchase cycle, and 
how can media schedules be balanced 
accordingly? 

4. Trade merchandising require- 
ments — How will the advertising be 
used in selling to and for the trade? 
What modifications in media planning 
are required to compensate for ex- 
panded distribution to new outlet 
categories? 

3. Future marketing and distribu- 
tion objectives — Can media planning 
contribute to long-term corporate 
growth and diversification into new 
product categories or industries? How 
can media input be directed forward 
where the company will be ten years 
from now, while at the same time 
providing required support for today's 
activities? 

2. Total market history and trends 
— What patterns have been estab- 
lished with regard to industry — wide 
or market growth, and what expan- 



sions or reductions are expected for 
the future? W01 the company or 
brand follow the industry trend in 
sales and profits, or do we forecast 
unique results for our entry? 

1. Competition marketing and me- 
dia strategy — What are "they doing 
to meet and overcome our tactics? 
Are we leaders or followers in the 
market? (As leaders, can we predict 
competitions reaction to our moves? 
If we tend to follow, to which specific 
marketing moves should be reacting?) 

The categories have been held to 
general considerations applying to 
most marketing situations, but leaning 
heavily on consumer product variables. 
Where industrial situations are con- 
cerned, the planner has the right to 
modify some of the ingredients to be 
evaluated, but under no circumstances 
can an entire category he passed over. 

It should be noted that not only 
does the planner not Lose points for 
making frequent trips to the service- 
banks (market research, media research 
or marketing/sales strategy) but he 
gains stature for indicating both play- 
ing-field honesty and outstanding pro- 
fessional form. 

If, after several attempts at playing 
count down, pain of "media per- 
spectives" persists, a long talk with 
the agencia media director is rec- 
ommended. 
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I: know media, learn marketing 



emn&sxtfmQm soiution-^Ms eom- 

ments arc certainly as applicable to 
the media warid as they are to its 
research ally. 

Many agencies have aljeilfy 
taken important measures to insure 
the balancing of their marketing, 
media and creative efforts. At Er- 
#la Wasey,. Ruthranff & Ryan, mar- 
keting coordination is structured 
into day-to-day operations at every 
level, Writers, art directors, media 
"bmfets, metflhandising and sales 
promotional specialists, and account 
management representatives travel 
as a group though each, phase of 
slsategf development — beginning 
^S#h basic ixploratory research into 
consumer attitudes and behaviour, 
through the structuring of market- 
ing hypotheses and goals, to the 
final igspons-fs that take the team 
of finished creative, media and mar- 
keting recommendations, 

like sorne other agencies^ 
1'WRiiH has alio smMlked on an 
informational exchange program, 
aimed at famiharizing specialists 
wilh the techniques and points-of- 
view of their counterparts in other 
fields,, whose objectives; they must 
appreciate if their own efforts are 
to be hi line with the total retire- 
ments of the client effort, Backing 
up this exchange of technologies is 
the agency's marketing director, 
who Includes coordination of strat- 
egy development among his many 
management burdens, 

So much for what the agency can 
do to build perspective among its 
specialists; and technologists. What 
can the media man. do to expand his 
own, scope of marketing considera- 
tions and evaluations before arriv- 
ing ait a recommendation or buying 
decision? 

Slhce managem ent gam es are still 
in fashion, and, since missile meta- 
phors eontfrrue to offer an image of 
modernity, aranr mWM is 'sub- 
mitted as a new diversion for media 
men toffermg from estimaftag fa- 
tigue ind demographic deteriora- 
tion — definite symptoms of acute 
"media pBrspectMtis 4 " 

Henerai' Wills t@stj§ 
rtew pFa&vuft wfoh TV 

An e^rirnent to list a nem prodr 
uet — Smlahurst, an instant ie© 
cream soda far serving at home — 
Iftll be undertakes in Jaeksorrville,, 



ARLENE GR 

'Through rnarfceting &£t$BeJi _ A 
pmduot's potential easterner can be 
defined amazingly accurately, show- 
ing immediately that a media plan 
far one product can be vex? wrong 
for awotbef product in the same 
field," says Arlene Grossman, media 
buyer at Richard K. Manoff. One 
of Manoff s three all>media buyers 
and three timebuyers^ Arlene has 
been at the agency for two years, 
primarily On the Bakers Franchise 




Florida next month with utilization 
of local TV and print advertising. 
The announcement was made by 
Birds Eye Division of General 
Foods Corporation. 

In laimehing the test-market pro- 
gram for Sodaburst, Birds Eye 
stressed the limited scope of the 
experiment, explaining it was de- 
signed to determine if a market ac- 
tually mists for the product 

Sodaburst consists of a frozen, 
cylindrical-shaped unit of ice cream, 
syrup, and carbonation, packed in 
a paper container,, 

TV Jfor fi&m 

The Maxwell House Division «jf 
General Foods has announced that 
it will use heavy nighttime TV in 
"the strongest advertising campaign 
for the brand in its history" begin- 
ning in April, Yuban is going 100% 
Colombian^ enabling it to enhance 
Its reputation, a spokesman says. 
The new blends of regular and in- 



Gorp. account (Rite Diet Broad). 
"Plans arc made strictly «n a mar* 
kef -by-market basis/ she says. "We 
work with 100 individual bakers, 
many of which have other bread 
products besides Rite Diet?* In mitU 
April Arlene will take over media 
buying for Stri-Dex, a new account 
for Manoff. A graduate of Barnardj 
now 23, Arlene wanted to be an 
English teacher at one time, but 
now has decided her business-life 
lies in media planning. "The field 
is exciting and challenging, and 
there is opportunity for women," 
she feels. Arlene takes outside in- 
terest in her job. She attended the 
IRTS seminar on buying and sell- 
ing last fall and reads books on the 
industry — David Ogilvy's "Confes- 
sions," and Martin Mayer's "Madi- 
son Avenue.'' "Now I don't see how 
I could have done anything else." 
she says. "Once you get to the point 
where you dream about media 
recommendations youre really 
hooked." For pure relaxation Arlene 
likes to read, go to the beach in 
the summer, and ski in the winter. 
"I'm a real ski bug," she says. 



slant Yuban are formulated entirely 
from coffees grown in Colombia, 
Include aged Colombian beans. 

In -store promotional material as 
well as print and TV will be in- 
cluded in the campaign. 

Miel-West & Select 
open new rep offices 

Mid-West Time Sales and Select 
Station Heps each has opened a 
new office in St. Louis. The Mid? 
West office, located at 915 Oli^e 
St., will be managed by Leo A. 
Mlhtello, while Jack Hetherington 
has been named manager of the 
Select office at 8138 Mormal Dr. 
MiliteUo was formerly associated 
with the St. Louis Chamber of 
Commerce; Hetherington had been 
with Gardner Advertising and prior 
to that managed the Adam Young 
office in St. Louis. Additionally, he 
has operated as a regional rep and 
will continue in this capacity. 
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IN MADISON 

WOW-TVS o o o 

The Rifleman 
• • • shoots up 
rating records! 

The Rifleman on WKOW-TV, out- 
draws network television's highly 
touted news pair (on another sta- 
tion) 2 to 1 . 

Want another sure shot? WKOW- 
TV's own EARLY NEWS peaks 
with a whopping 40% share of 
audience. 

Local and lively programing like 
this scores amazing gains for 
WKOW-TV throughout the week! 
Ask your Adam Young salesman 
for minutes in this power-packed 
Ch. 27 lineup! 

Source: Nielsen Station Index rating estimates. Nov. '63. 





Miller 



New media supervisor 
Geyer, Morey, Ballard 

William H. Miller, Jr., has joined 
the media department at Geyer, 
Morey, Ballard, Inc, as a broadcast 
media super- 
visor. 

Miller comes 
toGMBfromJ. 
Walter Thomp- 
son. Prior to 
that he spent 
four and one- 
half years with 
Lambert & 
Feasley, Inc., 
first as a time- 
buyer and then as a group media 
supervisor. From 1949 to 1958 he 
was with N. W. Ayer as a radio/TV 
timebuyer, and before that direc- 
tor of the agency's traffic depart- 
ment. 



Maccabees in spot buy 

Maccabees Mutual Life Insurance 
Co. has made its first buy in spot 
radio through D. P. Brother on De- 
troit's WJB. Specially created by 
Baymond Scott for the firm's 28- 
week campaign is an "electronic 
music" three-note tone beat that 
spells out the company's name to 
the meter of the words. The com- 
mercials are being aired on the 
Business Barometer show and on 
the station as spots throughout the 
week. 



Soup's on— Campbell 
to cook on spot radio 

Campbell Soup Co., through 
BBDO, has made heavy spot radio 
buys in the New England area and 
parts of New York State. The na- 
tion's top seller of condensed soups 
(some 85% of the market) has made 
this move into radio spot advertis- 
ing on the heels of continued sales 
and earnings increases during the 
six-month period ending Jan. 26, 
1964. 

Earnings for this period were 
just short of $23 million or 680 per 
share, an increase of 4.9% over last 
year's 650 per share or a total of 
$21,836,000, Sales during the six 
months rose 2.9% to $333,981,000 
from $325,422,000. (Figures for 
both periods reflect the three-for- 
one stock split on Mar. 10.) 



The firm has three new plants 
under construction", a Paris, Tex., 
facility slated for operations this 
fall; a new frozen food plant in 
Fayetteville, Ark.; and a mushroom- 
growing operation in LaGrange, 
Ind., slated to start production this 
summer. 

150 ad agency buyers 
made 'angels* by WlP 

One hundred and fifty advertising 
agency timebuyers will soon be- 
come "angels," thanks to WIP Phil- 
adelphia. The Metromedia station 
plans to issue a share of the new 
Broadway-bound musical comedy 
Cool Off! to timebuyers who will 
be transported to Philadelphia on 
Mar. 31 for dinner and a showing 
of "his" show. 

While in the "City of Brotherly 
Love," WIP hopes to impress the 
"angels" with the position of the 
station and its value in the Phil- 
adelphia area, 

Cool Off!, a spoof of modern 
morals, stars Stanley Holloway and 
Hermione Baddeley. 

Yankees on WNYS-TV 

New York Yankee weekend base- 
ball games will be telecast On 
WNYS-TV in Syracuse, Signed as : 
sponsors are P. Ballantine & Sons, 
B. J. Beynolds Tobacco Co. (both 
through William Esty Co. ) and At- 
lantic Befining Co. (N. W. Ayer & 
Sons ),. 

Yankee broadcaster Mel Allen has 
taped on-the-air announcements as 
part of the ABC affiliate's promo- 
tion plans. Sale was handled by 
Peters, Griffin, Woodward station 
representatives. 

WBRE & WSCR to PRO 

VVBBE, Wilkes-Barre, and WSCB, 
Scranton, both Pennsylvania, have 
appointed Prestige Bepresentation 
Organization, New York, as exclus- 
ive national sales representatives^ 
with the exception of sales in Penn- 
sylvania and Maryland. Gill-Perna 
previously represented the stations. 

Both stations are NBC affiliates in 
their markets, and are operated in 
conjunction with WBBE-TV;, 
Wilkes-Barre, which will continue 
to be represented by the Katz 
Agency, New York. 
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FoiTlias saty rattan on 
with 450 weekly spots 



S^MBi^fatlit^i^ign utilizing 
450 spots per week for a 13>- to 14- 
week period far Pontiac dealers of 
Los Angeles is trader way through 
Mae-Manns, John Adams:. 

The -heavy spot buy is an attempt 
to maintain Pctntiae's sales momen- 
tum during the traditionally active 
spring season, and follows a 13- 
weefc fall campaign that revolved 
af-onnd the query^ K 'What kind of 

In addition to the Pontiat ac- 
count, M|afe4 also handles the 
separate account of the Los Angeles 
Metropolitan Pontiac Dealers Assm, 
comprising 30 retailers in the area. 
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Bale Stevens has been named vice 
pte»dent of the Robert K. Eastman 



In making the announeeiment 
Hobert Eastman stated: "Steven's 
promotion to vice president was 

fag sales volume by the Chicago of- 
fice under his .direction.'" 
Stevens joined Eastman when it 
formed In 1958. In October 
1963 be was elected manager of the 
Chicago office and member of the 
board of directors. Prior to his asso- 
eSaiiom with Eastman he #as jse- 
count executive with Everett-Me- 
Kinaey , Chicago;. 

MoCarthiy set as mgr. 

John M. McCarthy has been named 
Chicago manager* by Robert L- 
Williams Co-, national radio station 
represent atives. McCarthy had been 
advertising and assistant division 
sales manager for Holsum Pood Co. 
Prior to that;, he had been a m#©>- 
TV" sales representative with the 
Chicago office of the Branham Co. 



rry row Vfebfo emeu 

-Grant Webb & Go, has named 
Charles .P., -(Chuck) Harry manager 
#£ Los Angeles office* He bad 
been an aceonnt executive with, 
So-per Advertising .of Glendale> 

Prior to that* Barry was: asso- 
ciated -with KCtTR and JOMQ, "both 



Kansas City; and had keen an ac- 
count executive for KCMG-TV, 
also Kansas City, and KWKW 
Hf%*v&M* 

RSB adds 3 stations 

CJLR Quebec CtyfCKTM Ottawa; 
and CKLW Windsor, have joined 
Radio Sales Bureau, Canadian non- 
profit association devoted to pro- 
motion of radio as an advertising 
medium. RSB now boasts 99 mem- 
bers (90 commercial radio stations 
and nine representatives ) and plans 
to announce its 190th member at 
the Canadian Assn. of Broadcasters' 
convention in Quebec City, Apr, 
6-S. 



Rep appointments 

H-R Representatives has been ap- 
pointed national representative for 
KIXI Seattle , , . WDEE New 
Haven has named Mort Rassett & 
Co. its exclusive national represen- 
tative . . . ABC affiliate KBMT-TV 
Reannront, Tex., has designated 
Paul II. Raymer-Ctt.. as its national 
representativi t fe , George R Hal- 



Unghery Co> has been reappointed 
national representative by KYNO 
Fresno. 

Bill Creed Associates- has been 
named New England sales repre- 
sentative by W11AY Hartford-New 
Britain and WALE Fall River* 

Mass WMAY Springfield 111, 

and WKMF Flint, have appointed 
Mid- West Time Sales m its re- 
gional sales representative? , . . 
Robert L. Williams Go;, has been 
named to represent KDEF Albu- 
querque; WDBF Delray Beach; 
and WCVS Springfield, 111 

Tico Enterprises has named 
Adam Young as national represen- 
tative for its four radio stations? 
WCAY Columbia, SC.; WEET 
Richmond; WGYW KnoxVille; and 
WKTC Charlotte. Young also has 
been named representative by the 
Notre Dame stations in South 
Bend, WNDU-AM-TV, and by 
WEEK Albany, N.Y, , , . Roger 
O'Connor has been appointed na- 
tional representative by WSHO 
New Orleans , . . WCK Y Cincinnati 
has named Ohio Station Reps as 
representative in Ohio outside the 
Cincinnati market. 



Sound and film projector 




Bath GBI %Kft Sates and Ayery-Knodel fcfcve been using a desk-top 
film strip machine mMx sound siyn«htoni«atiOrt to give brief and detailed 
market Stories;. Above, media executives watch a presentation % Avery- 
JS!n»deJ for Upstate Michigan tCadillae-TraveKse Gity-Sault Ste,, J^iarje). 
Seated (1-r) thfey' are Irwin Fleischer, media supervisor, Ted Bates; Heten 
Johnston, associate director of media analysis, feey j JaeQUeline BaGosta, 
assistant v.p. and media research supervisor, Ted Bates. Standing; is 
Gene Eltercnan, v,p„ general manager* WWTV/WWUP-TV. 



March 23, 1964 



If plenty of spending money sends you, Charlotte's WSOC-TV is a 

hot spot for your spot buying. Charlotte's Consumer Spendable Income per 
Household highest of any metro area in the South. Tops cities like Dallas, 
Miami, Nashville, Houston. Nearly three million consumers are served by 
WSOC-TV. Ask us or H-R to tell you more- show you how you can get 
more for your spot dollar on Q Jjglp lOttO'S S 0 C TV 



NBC-ABC. Represented by H-R. WSOC-TV/ WSOC associated with WSB-TV/WSB, Atlanta; WHIO-TV/WHIO, Dayton; WIOD, Miami; KTVU, San Francisco-Oakland 
40 SPQMSm 
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ITALIAN TV: 

Audience research is rare 



Cmmm. over mftt*%\ shared by 
5,11 admen" in the Itates^, is tmn- 
^^fftSBit'i^'Itifcly. Nobody- asks "How 
many TV sets were toned fa during 
our oamTOerdtelF" or £ 'Sbould we 
sponsur a program with, tow rat- 
ff ftr -fs, t jj e rating gaiirple large 



mgs. at. tr 

enough?* 8 There are no ratings. 
Ror this reason admen, go 

■pierage audience numbers lor dif- 
ferent periods of the day, taking 
into asfmint that a good program 

fell pfobilblf draw- warn ""'viewers 



and a bad one less trie were. For 
special shows an estimated 17 mil- 
lion people haw.© tuned in. For 
others very few, hut the average 
audience is considered to be about 
'QMS million a night at the peak 
quarter hour (9:00 to 9:15 pM.), 
or about 25% of the adult popu- 
lation. 

A great percentage of the audi- 
ence watch TV outside of their 
homes, at a local coffee bar, or 
restaurant. They sit in rows, like in 



the theater, perhaps for the whole 
evening. 

For this reason the number of 
TV sets does not tell the media 
man all, but does provide a guide- 
line for estimating audience figures. 

In February 1962, eight years 
after the first few TV sets began 
to appear on the Italian scene,, the 
three million, mark was passed. 
With an average increase since 
then of about 75,000 sets a month, 
due in part to the operation of 
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TV SET OWNERS PA¥ TAMES 

temse .gMt'&ifMMrii' •Gaa$&ejt& $ Sfl ■anUmxdfy tn taxes 
JfNfgii rtuMs nM' TV set mmer's, ad tuaAef k Wt 
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* An ^dJItjonaJ 10# should be ffdjfad For 
Sets net feensed,. Rutrnber of sets dae/S not 
inifealt?- the Sim of the T¥ audience accu- 
rately a* a peat number of people,, net 
ownitif TV sets, nevertheless wtfsftgsti TV 
regularly in eofee bars, «,s.tat»antsv 




ITALIAN TV continued 

KAI's seeond channel, the figure 
has risen to 4.25 million TV set 
owners or licensees. 

The owner of a TV set pays a 
license fee of $16 a year if he owns 
a TV set alone; $20 if he owns 
both radio and TV. This license fee, 
called abbonamento in Italian, en- 
titles him to wateh the programs 
of his choiee uninterrupted by 
commercials which are themselves 
grouped into programs. Over the 
years, this tax has decreased. In 
1957 it was $30, $10 more than it 
is now. 

The 4.2 million set owners, rep- 
resenting about 32% of the fami- 
lies in Italy, reportedly bring $50 
million in tax money, consider- 
ably more than the $15 million 
brought in by TV advertising 
monies. Because of this double in- 
come RAI does not need to eater 
to the advertiser to buy TV. 

The programs beamed at the 
Italian viewers are often separated 
with light musie and still shots 
from different towns, or paintings 



by different artists. This time eonld 
be utilized for commercials. 

RAI-TV is on the air from 8:30 
a.m. to midnight, with a total of 
I8V2 program hours a day Monday 
through Saturday. These programs 
are aired over its two channels. 
While Channel 1 has been broad- 
easting a full day sinee I960, Chan- 
nel 2, whieh began operating in 
1961, limited its first year's sched- 
ule to three hours, from 9 p.m. to 
midnight. Last year two additional 
hours were added on Sunday. 

A typieal TV day on Channel 1 
begins with eight hours of Tele- 
scuola, educational programs for 
children ranging from 10 to 15, 
although adults also listen. At 5:30 
an hour of children's programs 
eome on (plays, stories, eartoons, 
games, etc). Usually 6:30 marks 
the beginning of adult program- 
ming with news forecasts, weather 
forecasts, and sports reports, as well 
as a half-hour educational program 
for adults. 

The evening hours are devot- 
ed to programing ranging from 
drama to variety shows, from quiz 



An unmeasurable part of TV's audience is the segment which gathers in coffee bars 




programs to documentaries. Long 
serialized dramatizations of great 
novels! such as Dreiser's The 
American Tragedy" may be; a spe- 
cial f eature., There is no set pattern 
for the evening programs* on Chan 
nel t 

Channel 2 SecQtuta Programme 
TV on the other hand, fallows a 
regular schedule in which each day 
of the week features a particular 
type of show. 

Sunday night's highlight, for in- 
stance, is a musical Or variety showi 
Monday is drama night, Tuesday 
features TV Magazine, devoted to 
current events of cultural, political, 
and general interest. Wednesday 
belongs to the movies while Thurs 
day is devoted to TV Original, Or 
a 'special" as we would call it, Fri 
day evening a long documentary m 
shown. Saturday night alternates 
between opera, concerts, and fea- 
ture films. 

The news, too, is handled in a 
different manner by both channels 
Channel 1, which offers three 
nightly editions of Telegiornale, 
carries mostly straight news, sport*, 
and weather reports? Channel 1 
newscasts 15 minutes long, are 
brought in at 7, 8:30 and 11 p.m. 
A speeial 50-minute weekly TV 
news program ealled TV f was in 
troduced early last year to offer 
more detailed coverage of current 
events. 

The commercial program Cirmt 
dola is brought in around the TV 
for children. Gong is aired after 
the afternoon Telegiornale. Tic Tag, 
is before and after the hour signal. 
Acrohaleno is on after the sports 
news and the weather bulletin,, 
Carosello has the best positioiij 
after the news and the presentation 
of the featured evening program. 

On radio, advertising is a eom 
monly-aceepted familiar featmo, 
and much easier for the advertiser 
to enter. There is no particular ruff 
about the direct sponsorship of pro- 
grams as there is on television. Any 
time one is likely to hear the wordSf 
"presented by" on radio. There ft 
one exception. On the third statfoit 
Terzo PfOgramnut, no sueh mes- 
sages ate allowed to interfere with 
programming. 

The limitation in the number of 
frequencies assigned at the Interna- 
tional Conference of Gopenhagii 
was a great handicap. It was over- 
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•twffffe by- ,a system of group, syn- 
ekfUUmsXlaiJ. IMI succeeded in 
ffi§d>dtog fff-efal transmitters fojm- 
ffcm. at the :s;am« w$m leftgth With 
« m;Mnmm of MFrfWetU2& 

Jn the fifties radio cMtiifued ft? 
rxpsuad, parallel fa TV, giving 
CHAM and iiwe impact t© PM trans- 
ifiiftas which today Farm the bulk 
of fte entire iietw«fe PM ear ra- 
dios b»ve come into great popu- 
larity this decade. 

Subscriptions, for the me of 
radio sets new number about § 
million. Radio is holding, out well 
to Spite of the popularity of tele- 
vision. The average growth rate of 
radio- buyers is 800,000 g ye»r ? 

Regular programs are broadcast 
over three stations, each with its 
mm Specific characteristics. The 
§Mt station, Pm : gramAm MsfMnwIe, 
concentrate* on news and informa- 
tional pgflpm On the second sta- 
tion, SemnMa. P'mgmmttra., the ac- 
cent is on song, light entertain- 
ment, and variety.;, while the third 
rtation, Ymzn P~mgmmma is known 
for its cultural progrannnfng: eias- 
mml musiR drama, discussions 




feSfamh by OTHH (equivalent of 4As), heaiJed by ft. Cajipellini, helps U.S. adulen 



and lectures by outstanding people-. 

Air time for the first two radio 
stations is 17 hours and 15 hours 
respectively. The third station, 
which is on the air a total of 12 
houri a day, is split into two ses- 
sions. This program schedule, a 
streamlined edition of the original, 
was introduced in 1862, 

Of the three stations which 
carry radio news, the first, station 
is far ahead. This carries twice as 
informational programs as 



the other two stations combined. 
The second station is primarily en- 
tertainment, while the third leads 
in documentaries and high-level 
debates , 

Qualitative media research on 
radio and TV is hard to obtain. 
Although advertising based on seri- 
ous professional standards is now 
beginning to come about, the in- 
dustry still retains an artisan bias, 
true to all forms; of commercial life 
in Italv, which inhibits the collee- 
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ITALIAN TV continued 

tion and dissemination of proper 
data; thus preventing the proper 
application of scientific data to sell- 
ing and promotion. 

Research into media is at an ele- 
mentary stage of development in 
Italy. Most research companies arc 
prepared to try their hand in the 
advertising field if requested, but 
their restricted activities for a few 
individual clients leave their meth- 
ods and finding open to doubt, 
U.S. media men say. Only two re- 
search companies claim to be in 
part organized to supply regular 
media information. They are 
DOXA and ATTWOOD. 

DOXA was founded in 1946, 
originally to conduct political sur- 
veys, but subsequently to set up 
three commercial surveys now car- 
ried out every six months. They are 
a TV and radio audienee ba- 
rometer, a brand barometer, and a 
pharmaceutical barometer. 

ATTWOOD was started in Italy 
in 195S. Since 1960 it has added 
questions on reading habits to con- 
sumer surveys. 

The DOXA TV and radio audi- 
ence barometer consists of 2,000 
home interviews every six months 
by random sample. Breakdowns 
are by sex, age, elass, and geo- 
graphical divisions. The chief lim- 
itation is the lack of "real" audience 
figures since answers by interviews 
are taken from the whole family. 



Results of the TV and radio audi- 
enee barometer; are Issued in Jan- 
uary and June. 

The Attwood consumer panel 
consists of 2,000 interviews every 
month on a eonstant sample of 
housewives covering all of Italy. 
The housewives are requested to 
note every product and every pub- 
lication they buy. The produet 
information is eolleeted on a weekly 
basis, readership on a quarterly 
basis. The consumer panel, by 
product, is available to advertisers 
for varying costs, depending on the 
product field. 

Two industry organizations com- 
missioned the first general media 
survey back in 1958. They were 
Utenti Pubblicita Associati, UPA, 
and the association of ageneies, 
OTIPI. Planning and elaboration 
of the questionnaire was earned 
out by DOXA. It covers press, ra- 
dio, TV, and cinema, and is still 
in use. Interviews were earried out 
among 16,276 adults over 16 years 
of age. There is no information on 
distribution or circulation of the 
press, but there is information on 
audience, readership, frequency, 
broken down by sex, age, social 
level, and profession. 

The second general media survey 
was commissioned by OTIPI and 
carried out by DOXA with the help 
of a eommittee of five supervisors 
chosen among the market researeh 
people of the most important agen- 
cies. It covers the press, TV, radio, 



Television viewership in Italy 

Adult population of Italy 37,000,000 



Watch TV in an average week: 

every day 26.4% 

at least five days a week 6,7% 

two to four days a week 14.4% 

one day a week 16.6% 



Watch TV in an average week 64.1% 

Don't watch 35.9% 



Watch TV in an average day . 
Don't watch 



38.0% 
62.0% 



9,770,000 
2,490 s 000 
5,310,000 
6,150,000 

23,720,000 
13,280,000 

14,070,000 
22,930,000 

'otiPI figures 



and cinema with 16,000 interviews 
of adults over 16 years> 

Researeh is one of OTIPI's pfirn- 
ary functions. The audienee figures 
given by OTIPI in this latest report 
aet as a double cheek on the figures 
that RAI puts out. The figures vary, 
but not radically. OTIPI puts Out 
"Readership/' a book containing 
information on viewership (Age, 
education, work, autQ.Sj geograph- 
ical areas etc ) . Each agency which 
is a member of OTIPI gives about 
$3,300 to the organization eaeb 
year to eover the cost of the re- 
search. 

Other than the aforementioned 
studies there are no independent 
media analyses available. The plan- 
ner in Italy has to integrate and 
compare isolated facts and figures 
collected from other sources in 
order to give weight to any media 
select ion attempted. Experience 
has taught that most internal re- 
search reports issued by publishers 
or concessionaires are biased and 
untruhtful, U.S. admen say. 

Some significant facts are avail- 
able which aid the advertiser, but 
they are not specific enough to help 
in the choice of media. 

The president of the Italian Re- 
public, Signor Antonio Sengi, told 
U.S. businessmen this year that per 
capita income in that country has 
increased substantially, going from 
$320 in 1951 to $560 in 1962. It 
was in 1951 that expansion in Italy 
began, he says. That year's net na- 
tional ineome was $15.2 billion. In 
1962 it was $29 billion. 

"We are aware of the hard and 
long road that still lies ahead to 
raise the per capita income, and 
therefore the living conditions of 
the Italian people to the level at- 
tained by you and othei" peaple," 
Segni said. 

Ineomes in the north and the 
south differ eonsiderbly. It is esti- 
mated that the average wage- 
earner in the north gets about 
$1,000 a year; in the south, $416 
a vcar. Beeause TV ean only be 
used nationally, this adds to the 
many complications American ad" 
men in Italy must endure. 

The recent shakine&s of the Itali- 
an lira, hopefully stabilized by the 
$1 billion ered.it issued^ may have, 
some temporary negative effect 
on investment in Italy, but in the 
long run, admen feel. B 
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CBS and ABC promote 

their programing men 

Robert Lewines resigna tioft a* vice 
president of programs., CBS-TV 
r4a%woed s let the way for the prp- 
motion of Hunt Stromberg a , |% to 
the Jdk At ABC-TV,; the foremost 
change If the election of Douglas 
Cbsimer, director of program plan- 
ning* to vice president of program 
i • 1 * 

Lewina/in Holywootl ¥ amimaaW#d 
meanwhile he was 1 becoming a part- 
ner in Creative Management Asso- 
ciates, Ltd.., talent agency beaded 
by former MCA es^utive Freddie 
Fields. Lewittf vdl\ serve as execu- 
tive T.p. of CMA-TV, Ltd. s and, as 
Y,p:„, of GMA ! S agency operations, 
specializing in TV. t#w&e *s head- 
quarters will be in Beverly Bills, 

Stromberg has been a program 
development vice president for 
CBS-TV on the west coast since 
November 196P, having Joined the 
network in 1956 as a program de- 
velopment executrve. In addition 
to his new duties.* bell continue to 
direct all west coast program d#- 
ytlopmMt activities. 

Other developments in; the ABC 
jMaframlng area include the pro- 
motion of Len Goldberg, manager 
of program development, to direc- 
tor of program development, East- 
ern division. Harvey Bennett, man- 
ftgjKr' of program development 
Western division, has been pro- 
moted to. director of program de- 
velopment for the division. 

Leonard Muskilt, administrative 
and budget manager of the pro- 
gram department, has been pro- 
moted to director of program ad- 
ministration, Eastern division re- 
porting to Theodore H. Fetter who 
assumes: the new title vice president 
and national program director* |Ht 
has been vice president and pro- 
grim director for ABC-TV.) 



Mem additions to the ABC-TV 
program department on the West 
psgft at? Dwight Plauser and Mi- 
chael Allan who have been ap- 
pointed program supervisors* They 
tsptort to Adrian Samish, director 
of current programs for ABC-TV 
in Hollywood. Ren Brady, vice 
president in the 'Western division, 
will devote bis time to individual 
program projects.., 

TvQ matehes top shows 
as hypothetical foes 

As network program juggling ncars 
season's end. Home Testing Instp 
tut e assigned its TvQ a provocative 
task: What might have liappened 
If different programs opposed each 
other? 

Special study (jutozed 1,019 re- 
spondents (enough for national 
sample), on 55 pairs of programs, 
asking which one of eaeli pair 
they'd prefer. Results showed drat 
while Ben Cmmj outpaced Erf 
Sutttvtm (;8§ to 9m%, for example^ 
Casey himself came near to being 
knifed by Br. KiMmw (47-45$). 
®vMiMB got overall drubbing in 
Hatchings against B&u<mm (25 
731^ Wmgmt Train ( 29-691)5 Vir- 
%mhm ( M-60%). 

Other preferences were; Combat 
vs. mmmth How, 54-371; De- 
fmi-w* vs. Fttritstonm, 58-39% My 
Thrm Sons vs. Hmsl, 56-40f; Bon~ 
mim vs. Gtmsmvilw. 63-341. 



In support of ETV 




■BB£ donated UMfiOO to mlueafttaml sta- 
vim WMtT-fW in BfikMfM% remgrn- 
tion qj? the good, -itor'fe done thtts far to 

stimulate mi fmsjk the community, Mew 

Rajm-omd fVhfyoti (f)» exscftfive w.p, in 
efcergfe of i¥BC*s owned. Maimm md ■gfin., 
jngn o^W'WSV-tV f ' 'md'-mdm presents, the 
elhsSh'lm William Goldman, WEYY pre*. 



AWRT guiding visits 
of foreign distaffers 

The first of four foreign female 
broadcasters has arrived in tins 
e0UttJtr> to spend 60 days touring 
our °hroadeasting centers as guest 
of the Educational Foundation of 
American Women in Radio and 
Television and the XJ. S. State De- 
partment, 

She is Elcctra Mirta Arlt of 
Buenos Aires, who will be followed 
within the nett two mondiS by 
Ogenia Simchoni of Israel; Irene 
¥esna Vrklj'an of Yugoslavia , and 
irena Sobierajska of Poland. 

AWRT established the project 
last year to promote international 
understanding through communica- 
tions. During their visits here, the 
four women will be the guest of al- 
most 20 AWRT chapters and will 
be given the opportunity to visit 
broadcasting operations of all sizes 
and types, be apprentices in their 
particular fields at the broadcast 
centers of the U.S., and get to know 
American broadcasters ott a per- 
sanaliaed basis. 



lSh63 sales* earnings 
new Wometc© record 

Continuing the annual - increase 
trend set in its five years since pub- 
lic Ownership, Wometco Enter- 
prises reported an 18% increase in 
earnings per share for the year 
ended Dec. IB, 1963, in addition to 
record net and gross income. 

Per share earnings amounted to 
$1.25 as against $1.56 in 1962. Net 
income after taxes, was $2*185,026 
compared with the previous yeaf ? s 
$:l,831,254s and gross income was 
$22,677,534 vs, 1962's $18,723,132. 

Straus new president 
of PLY- Broadcasters 

R Peter Straus,, president of the 
Straus Broadcasting Group, is the 
newly elected president ©f the New 
York State Broadcasters Assn. He 
succeeds Merl L. Calusha, manager 
of operations, WRCB Schenectady. 

Second in Command for the com- 
ing year will be Herbert Mendel- 
sohn, vice president and general 
manager of WKBW Buffalo, who 
will be NYSBA vice president. El- 
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liott Stewart, executive vice presi- 
dent of WIBK Utica, was elected 
secretary, and John Lynch, presi- 
dent of WWSC Glens Falls, was 
named treasurer. 

Perry Samuels, vice president and 
general manager of WPTR Albany, 
was named to fill the unexpired 
term of director Sam Nielsen, for- 
merly of WTRY Troy, who re- 
signed. Other directors elected to 
serve for two years were: Walter 
Schwartz, vice president and gen- 
eral manager, WABC New York; 
Robert Dreyer, vice president of 
Metromedia, New York; Peter Affe, 
station manager, WNBC-TV New 
York; William Griffiths, general 
manager, WELM Elmira; William 
Rothrum, vice president, radio and 
TV, WSYR Syracuse. 

ABC Worldvision grows 

Channel 6, the only commercial sta- 
tion in Quito, Ecuador, will begin 
operating Apr. 1, associated with 
Primera Television Ecuitoriana, 
S.A. ABC International Television 
will serve as sales representative 
and program purchase agent. This 
brings to 49 the number of ABC 
Worldvision stations in 21 markets. 



Joseph Smith to WJZ 
as sales coordinator- 
Joseph A. Smith, a native Balti- 
morean who for the past 11 years 
has been with the Sunpapers of 
Baltimore, has 
joined the 
WJZ-TV sales 
department as 
national sales 
coordinator for 
the Group W 
station. He re- 
places John F. 
Burk, who left 
WJZ-TV to 
open his own 
advertising and public relations 
firm, New Concepts, Inc. 

Coincidentally, Joseph T. Chairs 
has been appointed financial ac- 
countant, replacing Fred R. Koeh- 
ler, who last week was promoted 
to assistant business manager with 
the station. 

During Smith's tenure with the 
Sunpapers, he served successively 
as a classified advertising sales- 
man, national advertising salesman, 
assistant classified advertising man- 
ager, and finally as manager of 
food sales. Smith is married and is 




Smith 



Graphic Arts award for CBS exec 




Louis Dorfsman, creative dir. of advertising and sales promotion for CBS- 
TV, has won two major honors in the annual 50 Best Advertisements of 
the Year competition conducted by American Institute of Graphic Arts, 
N.Y.C. They were for ads titled "Notes of Triumph," dealing with the 
network's "Lincoln Center Day" special, and "Wc Did It," dealing with 
film produced by CBS-TV on comparative effect of TV and magazines 
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the father of a son and daughter. 
Chairs, also born in Baltimore, re- 
ceived his B.S. degree in account- 
ing in 1963 from Loyola College. 
He is married and hrts two sons. 



Oral hearing delayed 
oh radio report forms 

A promise has been kept, FCC's 
delaying from Apr. 23 to May 25 
its oral hearings on proposed radio 
reporting forms gives radio broad- 
casters same chance to argue de- 
tails that TV has had. NAB presi- 
dent LeRoy Collins and counsel 
Douglas Anello promised during 
recent State Assn. Presidents Con- 
ference here that special commit- 
tee will be set tip in advance of 
oral hearing to discuss the radio 
form requirements. 

FCC's announcement of post- 
ponement last week said delay was 
to permit joint committee of broad- 
casters, members of Bar, and FCC 
staff to thrash Out radio program 
reporting forms, similar to conv 
mittee now going over TV forms 
(which have been heavily pro- 
tested ) . 

Although radio forms aren't as 
exacting on program and commer- 
cials reporting as those for TV, 
and don't have to be filed annually 
(except for commercials reports), 
broadcasters said detailed tabula- 
tions would be onerous^ particular- 
ly for the small broadcaster with- 
out legal and clerical staff large 
enough to handle them. 

Oops! That's what we 
call a media mix-up 

You can't get much more demo- 
cratic than they did in Atlanta 
recently when a local TV station 
copped a top award in the city's 
Ad Club competition for excellence 
in radio spot announcements. 
WAGA-TV pulled it off, placing 
just behind the jingle for a national 
soft drink firm. 

The TV stations spot— "Tune In 
a Wonderland of Fur| on Five*' — 
was created by Chuck Shields Ad- 
vertising and produced by Robert 
Swanson Productions. It was used 
on three Atlanta radio stations last 
fall and, not surprisingly, was 
scheduled for airing again begin- j 
ning this month. 
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TALKING TO YOURSELF? 

feme people ate, and pethaps yaw are talking only to yourself and your contem- 
poraries In sooe marines . . . kit not in SPONSOR!! SPONSOR'S editorial pack- 
age It diEBKted 100% to broadcast-minded agency and advertiser personnel. These 
people read SPONSOR each #eek to find out What's working and 'hat isn't, the 
changes, Wends, technique^ and direction in the broadcast field., 

The national limebujfers read and use SPONSOR! Is your message reaching them 
. . . or are you tatting t o yourself f 





AH 0JISWAY 



155 Fifth Avtnue 
tkmtk M, f£#4 



211 MilrrwHIl 740!$ 



47 



RADIO MEDIA 



WBT MILKS A GOOD SALE 



Refusing to be cowed by local dairy's preference 
for print, a WBT Radio sales exec decided to try a 
go -for -broke scheme. Here's what happened 



1 1 arold Hinson was frustrated, 
II and by a cow, of all things. 

A sales executive of WBT, a 
50,000-watter in Charlotte, N.C. 
whose signal echoes electronically 
all over the Eastern seaboard, Hin- 
son had brought many a non-radio- 
using advertiser into the WBT fold. 

But not Charlotte's Harvey Hun- 
ter Dairy. For a year, Hinson had 
tried every attention-getting trick 
he knew on the dairy firm. No dice, 
and no media moo-la for WBT. He 
had enlisted the aid of the ad agen- 
cy handling promotion and adver- 
tising for sister station WBTV, 
Kincaid Advertising. Still no dice. 



Recalls radio salesman Hinson: 
"Everybody talks about the big 
burst of creativity in radio today — 
the fresh idea, the new approach. 
You know, take your prospect a 
presentation in the form of a mo- 
bile. Hang it over his desk so it'll 
float around his head all day. He'll 
think you're very clever, and you 
can't lose. Or, there's the audio- 
visual approach — the elaborate pro- 
duction skit, complete with dancing 
girls, each bearing a profound blurb 
in trochaic hexameter. 

"There are a million new ideas, 
but you don't know the guy who 
owns this dairv!" 



Hinson brooded. National, re- 
gional and local spot advertisers 
continued to use the station, whose 
list of air achievements ranges from 
pioneering broadcasts in radio's 
earliest days to single-handedly re- 
viving a forgotten pop record (Ted 
Weems' "Heartaches") in the late 
1940's to award-winning news and 
documentary c o y e r a g e. Harvey 
Hunter continued to use news- 
papers. Hinson brooded some more. 

Then, Hinson got his Big Idea. 

Hinson's brainstorm was,, as he 
describes it, to put to use "the old- 
est, most hackneyed, unoriginal, 
overworked idea in our precarious 
politico - socio - economic p o w e r 
structure." In short, Hinson was 
ready to resort to a picket line. 

First, he decided on a trial run 
at the ad agency, Rounding up the 






Gimmick 



stattorfs safes tad promotion sfafi, 
he esplsinfd the project, and got to 
Wmkr HJntou tolls of what follows 
m thgss wordst 

"Six- pieces of remnant cardboard, 
oneMa^ije Marker and five ill-fated 
promotion reornits later, I was lead- 
ing a l>ar A on my advertising 
l&nfV , in "t'lie middle of dowritOWfl 
hiarlotte. I figured this is a. free 
popntry,, and TVe got myt rights, 

"'People stared, traffic stopped, 
horns Mew, cameras flashed, Bu'kiye. 

arched bravely on amidst wither- 
ing jigeis until the agency president 
yelled down for us to coin® in be- 
fore we ruined him/* 

Over coffee, Hinson told the Kin- 
eaid group of the next step in his 
ake - up - Harvey - Hunter plan 5 a 
picket line in front of the dairy. 
Result, according to Hinson; 



cof perativo agency president 
lookBd pretty pale, down there on 
the Boor.,'* 

Now, Hinson was ready to make 
a frontal assault on the recalcitrant 
newspaper advertiser. More signs 
were lettered, which if heavy on 
puns were a t least direct in their 
safe message and the Ty Boyd 
'ShmVi which Hinson felt the dairy 
should buy. Samples : 

• "15.6© Barmy Bwitcf CMM 
pM fn lom with Ty B?a:0 — PmiWm- 
tion Amt&f 

• "Mooo&ve aver — ami 0W 
WBT a charm! Barney Hunter 
Cam Thmatm Striker 

• "Ektm Safely — Watch for 
Bimt& Cows migrating to WBT 
Raiw, the Number 1 Cow Sales- 
man in the nation!'* 

(Etc. Etc, — you get the idea.) 

Was Hinson's ingenuity rewarded 
with a shower of signed contracts 
and a Slow Fadeout on Hand- 
shaking Bit? It was not, 

"The dairy president didn't waste 
much time stumbling out to; greet 
usjf recalls Hinson. "He was un- 
smiling, unamnsed, uneornmuniea- 




<iv© — nn -every thing. With nothing 
to Jose, at this point, I asked him 
if he'd have a lunch meeting with 
me next week. His reply was pret- 
ty calm: 'Anybody stupid enough 
to do a fool tiling like this needs 
to talk to someone/ -4 ' 

That's all tkat Hinson really 
wanted, He had his luncheon meet- 
ing, and the Harvey Hunter people 
listened. Next week, the cows came 
home at the WBT sales department, 
to the tune of a $7,500 order for a 
spot radio schedule in Ty lloyd's 
morning series. Fifty-two weeks, 
firm, in "peak drive time." 

Moral of the story? Hinson says. 

"I don't think 111 be using my un- 
original idea around here any more. 
My agency couldn't bear the strain. 
But I'm passing this along to you, 
and ywr agency, graciously. Co 
ahead and try it on one Of your 
long-sought prospects. You might 
get thrown in jail, but it'll make lots 
of nice publicity for your station. 
This will endear you to your man- 
agement. You might even inspire 
government action Of some sort, 
and this will endear you to Mr. 
Henry." * 




Jiles ttfltfi ffikti&fy hiding nehind 
Kinegli** pfa&ard, protested M : s 
In 4$ piek«# m te#£$, -fef siftag- 
pftpst fst. toot st thm sialtfeiA loMl 

cy, *i4e4 now by WBJ' mfaHmtSl 



A swinging pots*, urns moh*& W WKT& 
Hawjid Jljns,«m } who tfed ulmmi. to tad 
set one «f pri&e «&w$ in Hnnte* Hairy 
herd, in attempt to ffessmd® wwnqr to 
J>la«g spot schedule in *Tf Bofd Show" 
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KMIN subsidiary pays 
$925,000 for Ore. AM 

KGON Portland, Ore., has been 
sold by Robert J. Hartke and Irwin 
S. Adams for $925,000 to Republic 
Broadcasting, wholly owned sub- 
sidiary of KIMN Broadcasting, 
Denver. KIMN principals are Ken- 
neth Palmer, John Hunter, Robert 
Donner, and Elliott Knoll. Edwin 
Tornberg negotiated the deal. 

In North Dakota, KEYD Oakes 
was sold by Interstate Broadcasting 
Co. to Q. P. Coleman of Mobridge, 
S. D., for $52,500. An asset sale, it 
was handled by Hamilton-Landis. 

Radio on the fence 
for sidewalk supts. 

Special exhibit which will run 
through Apr. 24 for the benefit of 
New York city sidewalk superin- 
tendants is a showcase for CBS Ra- 
dio programing, a plaudit for 
WCBS, and a promotion for the 
flexibility of the medium in general. 
A sound sampler of the network's 
offerings is installed in 37 specially 
equipped audio-and-picture panels 



on the fence at the construction site 
of the new CBS Headquarters 
Building. 

The latest news may be heard at 
three of the panels; summaries of 
local news from CBS o&o cities are 
available at seven panels. Other 
panels include the voice of Joseph 
Dembo, WCBS, as he broke into 
the Ed Joyce program on Nov. 22, 
1963, to make the report on the 
shooting of President Kennedy; the 
swearing-in of President Johnson; 
Pope Paul VI's first Papal blessing; 
and the climax of the two-day effort 
to rescue Henry Thorne and David 
Fellin from a caved-in mine in Pa. 

Entertainment personalities are 
represented, as are samples of CBS 
Radio's Dimension series, sports 
personalities, and political commen- 
tators. 

All stereo for WRFM 

WRFM New York has built up a 
backlog of stereo records enabling 
it to program its entire schedule, 
seven days a week, in stereo. Sta- 
tion began part-time streo broad- 
casting on Dec. 1, 1963. 



Lake Shore appoints 
Gardner v. p k -gen, mgr. 

James H, Gardner has been named 
vice president, and general man- 
ager of the Lake Shore Broadcast- 
ing Co., operator of WDOE Dun- 
kirk, New York. 

He has been sales representative 
for WGK-TV Buffalo, Previously 
Gardner was sales manager of 
WHEC-TV Rochester and on the 
broadcast and sales staff of WBEN 
(AM & TV) Buffalo. He is the only 
media or advertising representative: 
to serve as president of the Western 
New York branch of the Grocery 
Manufacturers Representatives, an 
organization of 200 members. He 
was president in 1962 and chair- 
man of the board irt 1963. 

Poppele in WAGE buy 

Tele-Measurements has bought 
WACE Chicopee, Mass. President 
of the new ownership company is, 
J. R. (Jack) Poppele, for more than, 
30 years associated with WOR in, 
New York and at one time assistant 
director of Voice of America. Pop- 
pele plans to continue the station's 
current format of contemporary 
music and news and the staff,, which 
is headed by general manager Paul, 
Rogers. 

Elliot takes over KSO 

Now that FCC has given a green 
light to the Whitehall station group 
on its acquisition of KSO Des 
Moines, the growing Gene Milner- 
headed broadcasting operation hai 
promoted Tim Elliot to vice presi- 
dent and put him in charge of the 
new property as general manager. 

Elliot has been associated with 
all the other Whitehall stations^ 
WCUE Akron; WICE Proyidencei 
and WHIH Portsmouth, O. 

ABC raises Sulz burgh 

Arthur L. Sulzburgh has been apJ 
pointed director of research for 
ABC Radio. He's been manager of 
the department since joining th#J 
network in July 1963. 

His previous experience includes 
assistant director of research for 
CBS TV's Stations Division; sales 
development manager of SKIS* 
Data; manager of special studies fot 
American Research Bureau. 



all over America, people of all ages 
are listening to the radio again, to 

THE LIVES OF HARRY LIME 

Orson Welles 

CAPT. HORATIO HORNBLOWER 

Michael Redgrave 

SCARLET PIMPERNEL 

Marius Goring 

THEATRE ROY ALE 

Laurence Olivier 

SECRETS OF SCOTLAND YARD 

Clive Brook 

THE QUEEN'S MEN 

Royal Canadian Mounted Police 

THE BLACK MUSEUM 

Orson Welles 

7 network series . . . 364 radio dramas . . . 
irving feld, 230 park ave., neiv york nlu 9-5857 
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<y .SYNDICATION & SERVICES 

* ^Film City' to rise 
S in N. Y/s West Side 

ion's ftfeW project will feature 20-stotr^ tower, §7 filming 
2 • slfetsem, many «|MMtiar( facilities Tmr iS66 ©ecupancy 

and .descend Avenue to Manhattan. 

What Haymes hopes to build is 
a "Film City'* center which would 
feature a 20-story building and a 
two-levei structure which would 
haise 57 sound stages, an acre of 
rooftop space,, and ever^lhimg from 
a steam room and a cafeteria to a 
film processing lab and carpentry 
shops (see photo). The architec- 
tural firm: Herbst and Busciano, 
Location of Haymes* project is 
the eastern blockfrant on 11th Ave- 
nue, between 44th and 45th Streets 
to Manhattan, and extending some 
150 feet Oft etch of the side streets, 
Hayme? has already contracted to 
purchase the 7:0-01)0 - square - foot 
site at a cost of $2 million, and esti- 
mates that the Film City project 
Itself frill cost $15 million, apart 
from specialised equipment. 

The studios at Film City will 
Come in a yariety of sizes, with an 
eye on th# sometimesdarge, some- 
times-small demands of TV com- 
mercial filming. Use biggest stages 
will be 200-by-9I), with 40-foot ceil- 
ing*,. The smallest will be 3@-by^Q # 
with a 15-foot ceiling. Design has 



New Yosts Crrr, the country's 
leading film production center 
to the earliest days of movies, is 
feeltog the ipacg squeeze now that 
it's the coiffltry s leading center of 
commercial TV film production and 
the frequency site of dramatic and 
wm&Mf TV film series* 

The plight of Kew York pro- 
ducers who dent have facilities 
handy to them, on an everythtog- 
Ufidjsr-one-roerf basis— such as Mst 
at plants of Fumways, MPO and 
l&oducing Artists — 'was sum- 
marJied reeendy 'by Bavid Suss- 
Mnd, whose firm produces BaM> 
SSde f West S*fe 

"\\ r e. rehearse, on the; lower East 
Sde, we shoot in the Bronx, we 
edit to upper Manhattan and we 
mis in the building at 42nd Street 
and Eighth: Avenue We are. .spend- 
ing a lifetime getting from one spot 
to another," 

A new project has been launched, 
however,, in an attempt to solve the 
problem. It is the brainchild of 
Allan Haymes, fell estate devel- 
©per *tive to the development of 
tllC Filmways fctdias at Ifeh Street 



been swell that a set can he erected 
•Mi One stage Without interfering 
with soimd recording on an ;id join- 
ing stage. 

Target for the start of construc- 
tion is October 1 of this f^ar, with 
completion slated for the summer 
of 1066:. "Negotiations are under 
way for about half of Film City's 
492,001) square feet of spoce," says 
Haymes, with •prospective tenants 
representing different aspects of the 
film industry. 

Choosing a site for Film City 
wasn't easy, according to Haymes, 
who says he considered "toany 
Manhattan properties" over a long 
period of time as possible sites for 
the project. As he relates the key 
factors Of the arca-choostog prob- 
lem, they shaped up like this; 

"The development had to be lo- 
cated to a gone that permitted such 
varied activities as film production, 
carpentry and the like. The build- 
ings also had to "be removed from 
noise generated by air flight pat- 
terns, heavy truck traffic, subways, 
tunnels, vibrations from adjoining 
buildings, and general outside 
noise. 

"At the same time, Film City had 
to be located close to Broadway, 
the major theatrical agencies, ad- 
vertising agencies and hotels, and 
had to be convenient to transporta- 
tion. The site we finally chose best 
satisfied all. our requirements." 

The space squeeze to TV-age 
filming isn't confined to New Ytark, 
by any means, and new-studio con- 
struction and remodeling is going 
on to Other cities, Recent examples: 

In Pittsburgh, the city's "only 
full-service motion picture produc- 
tion center" is that of independent 
The Latent Image, Inc., which has 
moved to lafger, remodeled quar- 
ters at 247 Fort Pitt, Blvd. In ad- 
dition to; its existing technical, pro- 
duction, creative and still photog- 
raphy departments, The Latent 
Image has added art, sound, cast- 
ing-direction and editing depart- 
ments. New quarters include offices 
and lab facilities 

In Hollywood,, Heller-Ferguson 
has completed adaptation of the 
Butterworth Building, North, High- 
land Avenue into a new production 
studio, with special recording and 
editing facilities. Mow named the 
Heller-Ferguson Building, th# 
struetore has 7,200 square feet of 
working space. ■ 
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New tape unit runs 
on many currents 

Los Angeles' Kouyoh International 
Corp. is marketing a new portable 
tape recorder, the all-transistor 
Saxon 555, which should give 
broadcast newsmen and others con- 
siderable location flexibility. The 
unit can operate on a variety of 
energy sources — portable 9-volt 
batteries, 12-volt DC auto battery 
supply (via a cigarette-lighter jack), 
or an ordinary AC power. 

The Saxon 555 (see photo) has 
three speeds, from l 7 /s IPS to 7Vfe 
IPS, push-button controls, tone con- 
trol, tape counter, external speaker 
jack. Standard accessories include 
dynamic remote-control mike, radio 
patch cord, earphone, batteries, 
cigarette lighter connector cord, 
tape reels, and carrying case. Price: 
"under $170.00." 

New areas for William 
Morris, Stern agencies 

Two talent agencies announced 
diversification moves last week. 

William Morris was named as 
sales representatives for the U. S. 
telecasts of pro football games fed 
from Canada and packaged by 
Fourth Network Inc., of Los An- 
geles. Wallie Jordan of the Morris 
agency will handle agcncy-lcvel 
sales of segments and spots. 

The Charles II. Stern Agency, 
which has so far handled talent ex- 
clusively in the field of radio and 
TV commercials, is broadening its 
sales horizon to include television 
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and motion pictures. Stuart Miller 
has been signed to head the newly 
developed department. 

Audience Studies opens 
Chicago branch office 

A new division of Audience Studies 
Inc., TV program and commercial 
pre-testing research firm, has 
opened in Chicago, with Frank 
Adrana — former member of J. 
Walter Thompson's Qualitative Ad- 
vertising Research Group — named 
to head the branch. 

ASI, active in research for CBS- 
TV, several major agencies and pro- 
duction-distribution companies, has 
its headquarters in New York, with 
offices and test sites in Los Angeles 
and London. Announcement of 
Adrana's appointment was made by 
Pierre Marquis, v.p. and general 
manager. Address of the new Chi- 
cago office: 230 N. Michigan Ave. 



Four Star showcases 

'OToole' film for reps 

Since station representatives arp? 
frequently consulted by TV stations 
when lining up next season's local 
level shows, Four Star Distribution 
Corp. is stepping up the level of its 
campaign, launched about a year 
ago, to service reps with a steady 
flow of sales material. 

"The recommendations of the sta- 
tion rep often carries a great deal of 
weight in the station's final decision* 
This makes sense, since it will b© 
the Station rep's responsibility fiES 
sell the spots on the series to nation? 
al advertisers." 

Latest FSDG project in this area: 
a special screening for reps, scheoV 
uled for March 31, prior to the TFJ5 
meet, of Ensign O'Toole, the 30- 
minute Comedy series selected from 
its backlog by Four Star for syndi- 
cation distribution this summer. 



Available: NBC's color TV peacock 




p Sir t v5Bi * 

Merchandising-licensing rights to NBC's multi-hucd TV peacock, familiar 
to viewers of the network's color shows, have Been awarded by NBC to 
a New York firm specializing in sales promotion, The Fellman Company. 
Above, president Leonard Fellman, standing, waits his turn to sign mer- 
chandising contract, about to be inked by NBC's George A. Graham, Jr., 
v.p. in charge of the network's Enterprises Division. What's in store for 
the NBC peacock in its non-TV appearances? Plans of the Fellman organ- 
ization call for licenses in the areas of fabrics, cosmetics, costume jewelry, 
accessories, interior design items. Several deals are being discussed 
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TELEVISION STATION 



rimiing Chicago next week 
are cordialMf ifmikd 
to a reception 
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gwe 
TELE VIS * 



the members of 
ION FILM EXHIBIT 



in ike GrmM „ . , . 
ijl to 7 P.. AC 
Pieh ConfffMs Hotel, Chicago 



Admission: by invitaMm 
tm hme mi mmimd ^owr 
itact any of these T, 




MM Artiste Television Corp. 
rtcao International Television, Inc 

Desllu Sales, Inc. 
Four Star Distri button Corp. 
Hollywood Television Service 
iafaf h Films Corp, 
Ring Features Syndicate 
tional Telefilm Associates, Inc. 
OfJiMal Ftlms, inc. 
StffeSn fiernS, Inc. 
r e n Arts Associated Corp* 
sprit Division of Wfather Clarp, 
TtanS-Lux Television Corp 

wittfrth denture Fox TBiev&ten, lntr. 

United Artists Corporation 
Warner Bros. Television Division 
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The NAB CONVENTION 

IS APRIL 6 ! 





Thinking about an NAB Convention ad? 



Then think about SPONSOR'S NAB Convention Special 



Here's what you get * . . 




yaua? ad to all SPQHSQR subscribers in the regular 
April & Convention Issue (regular issue rates) 



your at, to all Conventioneers la a separate 2,000 run 
and distribution of the Convention 
fpeoial (|30 per page extra) 





A Convention Special that's loaded with useful 
re^ereafie informal ion 



A Convention; Special that highspots the many 
Washington happenings of interest to advertisers 
and H#enoies» tells what the industry is doing about 
them. 



That's the April 8 Convention Special.* A real 
l§Kin-i special. 




It*s a special value I Call now (area code 212, Ml! 7-8080) 
or wire iSi Fifth Ave,, New York 17, N.Y. 
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NATIONAL FILE 



ADVERTISERS 

John R. Reardon, formerly of 
Quaker Oats Co., moves to Gale Pro- 
ducts, a division of Outboard Marine 
Corp., Galesburg, 111., as sales pro- 
motion manager. 

Anthon C. Lunt named director of 
press relations and editor of publica- 
tions for ANA. Lunt succeeds Alvin 
A. Dann, who has joined the Infoplan 
division of McCann-Erickson. 



18 years, was general manager of 
WCBS-TV, New York, prior to join- 
ing Boiling. 

Alger B. Chapman, chairman and 
president of Beech-Nut Life Savers, 
Inc., has been elected to the board of 
trustees of the Bank of New York. 

Jerry LaPeter has been elected ex- 
ecutive vice president and treasurer 
by Hazel Bishop, Inc. 



Ray Onslow appointed public rela- 
tions officer, Eastern States, for 
BOAC. He will coordinate BOAC's 
public relations activities in the 20 
eastern seaboard states. 

Joseph A. Moore elected vice pres- 
ident in charge of corporate develop- 
ment for Oleg Cassini. Moore will 
assist in development of future growth 
areas for the House of Cassini and its 
15 licensee firms which market fash- 
ion-related merchandise sold nation- 
ally under the Cassini label. 

Richard Swift, former TV president 
of the Boiling Co., appointed general 
manager of KROD-TV El Paso. 
Swift, associated with CBS for over 




PETRY* 



LONDON HEADLINES . . . 
"Revolution Avenged — Beetles 

7 Invade Colonies." 
wtrf-tv Wheeling 
STOCKS AND BLONDES! Learn 
the difference if you want to 
stay in business. 

Wheeling wtrf-tv 
OLD BOWLING BALLS? They use them for roll- 
on deodorants for elephants! And it seems the 
elephant jokes have survived the smoking 
scare and the Beetles. What's gray and comes 
in a red and white can? Campbell's Elephant 
Soup! Why aren't elephants allowed on the 
beach? Because they always walk around with 
their trunks down! 

wtrf-tv Wheeling 
INTERCEPTED TELEGRAM to husband from his 
vacationing wife: "Having a wonderful wish; 
time you were here." 

Wheeling wtrf-tv 
EX-SMOKER admits that he's been driven to 
drink and now, if he reads any government re- 
ports on the ill effects of drinking, he'll have 
to give up reading completely! 

wtrf-tv Wheeling 
JUST REMEMBER, it's hard to get drunk when 
the flesh is willing but the spirits are weak! 

Wheeling wtrf-tv 
BUMPER CROP! Whether driving in traffic or 
on the open road, if the sign says "Crossroad," 
humor it! ... 

wtrf-tv Wheeling 

* MAN WITH ANSWERS! Your Petry man will 
be glad to tell you all about the big Wheeling/ 
Steubcnville Television Market. Ask him about 
WTRF-TV's taller tower and the 529,300 TV 
Homes who get the Wheeling message. Who is 
Edward Petry & Company? WTRF-TV's national 
rep! 




AGENCIES 

Harry Gard Shaffer, Jr., formerly 
account supervisor at Bachman, Kelly 
& Trautman, elected as vice president 
of the agency. 

Maurice Mahler has been appointed 
vice president, creative director, by 
Tromson/ Monroe Advertising. He was 
formerly with Mendelsohn Advertis- 
ing as art director. 

Edniond Cohen, formerly with Elk- 
man Advertising, rejoins creative staff 
of Wermen & Schorr as associate copy 
chief. 

Harry Carlson to Wolcott & Asso- 
ciates as executive vice president in 
charge of eastern operations. He was 
formerly president of General Public 
Relations, division of Benton & 
Bowles. 

Don Roessner, account executive in 
the New York office of Infoplan, has 
been transferred to its Los Angeles 
office. 

Joan Lipton named supervisor in 
the creative department of Benton & 
Bowles, Ltd., in London. Has been 
with Benton & Bowles in New York. 

Jordan Massee, James Steuer, and 
Howard Sutton, associates research 
directors at Doherty, Clifford, Steers 
& Shenfield, have been named vice 
presidents of the agency. 

John M. Clason appointed vice pres- 
ident-personnel and training by Camp- 
bell-Ewald, and John D. Meyer has 
joined Campbejl-Ewald as supervisor 
of the Marathon Oil account. Albert 
V. Cole has been appointed manager 
of radio and television for the Holly- 
wood office of its west coast division; 
Warren Rebell, formerly with Calkins 
& Holden and then Fletcher Richards, 
Calkins & Holden, has joined its New 
York division. 

Richard S» Seclow joined Carl Ally, 
Inc., as an account supervisor. He 
formerly was with Ogilvy, Benson & 
Mather. 
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Miss Lily an Browne and Floyd I 
Stone have joined copy department 
of J. M. Mathes, Inc. Miss Brown 
was formerly with Pritehard Wood, 
and Stone was formerly associated 
with Muller, Jordan & Herrick. 

J. Walter Thompson elected Edward 
Dooley, William Hammond, James E s 
Kleid, and Thomas J. Wood as vice 
presidents in its New York office. 

TIME J buying & selling 

Jerry Molfese, Todd Gaulocher, andf 
Gerald P. NOonan to sales account ex- 
ecutives, and Marty Qzer named sales, 
development specialist at Metro TMJ 
Sales. Molfese was formerly national! 
sales manager of KHJ-TV Los. An- 
geles, and prior to that was sales, ac- 
count executive with RKO General. 
Gaulocher comes to Metro from his. 
position as vice president in charge of 
sales for the E. S. Summer Corp., sta-< 
tion representatives. Noonan was an 
account executive with WCAU-TV 
Philadelphia. Ozer was. formerly with 
the D'Arcy Agency. 

Esther M. Rauch joins PGW Radio 
as director of sales service. Miss, 
Rauch, who completed a special as^ 
signment for KVIL Dallas at the close; 
of February, has been a timebuyer 
with Leo Burnett Co., Chicago; KSTP 
St. Paul; and WMT Cedar Rapids, 
serving latter in Various supervisory 
and creative capacities. 

David O'Shea joined Adam Young* 
Inc. to fill newly created post of direc- 
tor of station relations. He has had, 
an extensive broadcast background 
as general manager of WTNQ Tampa, 
and as station manager for WMUI- 
TV Manchester. 

Richard P. Luetters appointed vice 
president of Bill Creed Associates. 
Formerly with WEEI, CBS Station M 
Boston, as an account executive. 

Carl Colombo has joined New York 
radio sales staff of Venard, Torbet & 
McConnell from Wm. Esty Co. Also, 
Dick Wright, Jr., moves from Easts- 
man to the television research depart* 
ment of Venard, Torbet & McConnell, 

Miss Winifred Schaefer joins WCBS 
Radio as assistant sales promotion 
manager. She comes from the Radio 
Advertising Bureau and prior to that 
she was sales manager for Weed Tele 
yision Corp. 

William J. Ferguson, Jr., formerly 
senior media buyer in Young & Rubi- 
cam's New York office, has joined fh«f 
agency's Chicago office as a super- 
visor in the media relations depart- 
ment. 

Wade Advertising, Los Angeles, has 
added Maurice Bowers to its medis, 
department He was formerly with 
BBDO. 
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. , , P. Mcdtngbeiy G®» aft- 
n«iro«»S'tfee folowmg executive tihsag? 
- '■ 

president in ibatge of the Chicago 
Ofpifj ©ej»'Fg© Hemrraerte has been 
pronmted to vice incident in ehafgl 
erf the wist qastsi operations; Clem 
Wmtd has been promoted to mflfi,a#ef 
of ffig Los Anf«te .office; and William 
f 1 .. Riitmann has Joined the company 
as a saframlh to the Los Angeles .office. 



TV IBERIA 

Leo F, Domeier promoted to chief 
engineer for. WTCN stations, Minneap- 
olis, from stfldio supervisor. 



H* X ISnfgM, vice president: and 
general manager of ftODE-AM-TV 
Spin, elected' president -of the JoplSn 
Cfiltehif of Commerce. 

Frank J. Fagawi appointed WRC & 
flf»C-Tv\ Washington technical super- 
visor, 

Eichmtd Vincent; named station fft&h- 
agec of KCKD-TV Pembina, N.D. He 
hm served in rise news departments of 
CDKM 0ajlpMn, Manitoba.,, Canada, 
and CIQS. Winnipeg; 

K enn eth L. Hatch has joi ned KIRO- 
TV 'Seattle to the newly created post 
mi general -sales manager. He formerly 
held a similar position at KSL-TV 
I ,lt Lake City. KIRO-TV also named 
Rietard W. (NieJCJ Freeman new op- 
erations manager.1 

The following appointments an- 
nounced by W'MAR-TV Baltimore: 
Robert B. Caetaran* from, program 
director to assr 

programs; Donald P. Campbell from 
pdmimstrajive assistant t© assistant 
genera] manager, administrative; 
Caxlton ■€» Hopper from chief engi- 
neer t©> director -of engineering; 
Charles B* Law from assistant chief 
engineer Jo chief engineer; Gordon W- 
Wooden from assistant to the chief 
engineer fee* assistant chief engineer. 

Mmry Heal appointed, promotion co- 
ordinator and publicity director by 
■nBtfft Wheeling. 

Dean MeCatfhy appointed program 
director far WliBK-T¥ Detroit, re- 
placing Bob Guy, who returns to his 
tulWime duties' as program develop- 
ment manager far SfcfefY 

Laivrenme Laurent*, who has been 
television and radio, editor" for the 
Washington Post, has been appointed 
CtfiJrWan of the edltorfal board of 
Television Quarterly, the Joarnal of 
tbjp Academy of TeJetMow Acts and 
ftcietfces, 

been appointed general manager of 
WM-TV .Bojtan, He formerly was 
executive «iee president of Television 



Advertising Representatives; and prior 
ta that was acting general manager 
and sales manager of KPJK San Fran- 
cisco. 

Jim Affi tm joined WFBM-TV In- 
dianapolis as producer-director. He 
previously worked on the staffs of 
WMSB-TV East Lansing; CBS News, 
and WTQP-TV Washington, D. C. 

Julie Reiiell,, women's director of 
WFAArAM-FM-TV Dallas, was main 
speaker for the Laurel Society, an hon- 
orary group of senior women at Bay- 
lot LJ.T at its regent Women's Day 
convocation., 

Ed Sullivan and Sammy EMa?fe f Jr., 
will serve as east coast co-chairmen of 
the NAACP nationwide elosed-eireuit 
television special May 14. Others on 
the program will be Sidney Poitier, 
Marlon Brando, Qssie Davis, Ruby 
Dee, Frederick Marsh, Gloria Foster, 
and Garry Moore, Music will be fur- 
nished by DXike Ellington and his 
band. 

Hunt Stromberg* Jr., promoted to 
vice president — 'programs, Hollywood, 
for CBS-TV. 

Philip J. Rkh&eheidf appointed gen- 
eral manager of WLUR-TV Green 



Bay. He was formerly vice president 
and general manager of W.KST-TV 
Youngstown. 

Charles F. Home, president of the 
Eteelfonie Industries Assn. as well as 
General Dynamics, Pomona, received 
EfA's Medal of Honor at the associa- 
tion's spring conference. He was cited 
for "outstanding contribution" to the 
electronics industry. 

J. C. Kellam* president of Texas 
Broadcasting Corp. (KABC-AM-FM- 
TV); has been elected to the board of 
directors of the Capital National Bank 
in Austin, Tex. Kellam, a past mem- 
ber Of the CBS Radio Affiliates Ad- 
visory Board and the board of direc- 
tors Of CBS-TV Affiliates, is currently 
serving as vice president of the Board 
of Regents for the six, state teachers 
colleges in Texas. 

RADIO MEDIA 

Roy Meaelinm appointed promotion 
director of WTOP Washington. For 
the past year he has been with the 
station as write-host of *'Symposion." 

Ralph L. Aflass named to new post 
of assistant sales manager of WINS 
New York. He formerly was owner 
and manager of KIUP Durango, Colo. 




Get a gmst jingle, that's haw. From 
Studio Ten productions. 
Studio Ten is new, and young,, and 
vigorous. Studio Ten has an outstand- 
ingly creative talent-team. Studio Ten has 
really big facilities., Plus the best equip- 
ment in the business,. 
Studio Ten is already gaining an enviable 
reputation for reliability. 
Tear out this page, send it to Studio Ten, 
and f ©it'll get your very own jingleman 
by return mail. No obligation, except to 
sten to him for five minutes. 

d lite four business. Now about itf 

STUDIO TEN PRODUCTIONS 

SUITE 132®, EH-SHANOE BjfrM K Blrt-, DALLAS 
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Boyle 
WAVZ New Haven. 



WING Dayton 
has appointed 
Peter J. Boyle 

sales manager. 
He has been on 
the sales staff of 
the station since 
1957. 

Albert A. Pel- 
legrino promoted 
to assistant sales 
manager of 



Bill Brown appointed manager of 
program department of WSJS Radio, 
Winston-Salem. He moves from the 
radio-television news department. 

Charles J. Hoban of WFIL Phil- 
adelphia received distinguished sales- 
man's award at annual banquet of the 
Sales and Marketing Executives of 
Philadelphia. 

Robert F. Hurleigh, president of 
Mutual Broadcasting System, will 
serve as co-chairman of the 16th An- 
niversary Ball given by Veterans Hos- 
pital Radio and Television Guild Apr. 
17 at the N.Y. Hilton. Proceeds from 
the ball will benefit VHRTG's "Bed- 
side Network" volunteer services in 
over 100 veteran hospitals. 

Dick Covington resigned as program 
manager of WEEI Boston and re- 
turned to Baltimore as production di- 
rector and assistant program manager 
for WCBM. 

Arthur L. Sulzburgh appointed di- 
rector of research for ABC Radio. 
Before coming to ABC he was assist- 
ant director of research for CBS-TV 
Stations Division. 

Don S. Schlosser named director of 
advertising and sales development for 
the ABC Radio Network. He reports 
to Theodore M. Douglas, Jr., ABC 
vice president in charge of sales. 

Rod Innes to WTAL Tallahassee as 
station manager. George Pell joins 
same station as program director. 

Jack L. Katz joins KMA Shenan- 
doah, la, as station program director. 
He formerly owned and managed 
KQAL-FM Omaha. 

Blayne Butcher appointed promo- 
tion director for WIP Philadelphia. He 
formerly managed station WXUR- 
AM-FM Media. Pa. 

David Murdock named director of 
publicity for WIP Philadelphia. He 
started his broadcasting career with 
WORK York, Pa. 

Donald A. White, Jr., is new pro- 
duction manager at WGAN Portland, 
Mc. He comes to WGAN from WIPS 
Ticondcroga, N.Y., where he was news 
and programming director. 



WGBI Radio Scranton-Wilkes Barre 
has named Joseph Kilcullen general 
sales manager. He was former man- 
ager of Muzak For the Industrial 
Valleys, which he will now serve as 
consultant. 

Norm Hankoff, formerly with sales 
staff of KCRA Sacramento, joins 
KGMS that city as account executive. 

Fred E. Walker, general manager 
of KDKA Pittsburgh, has been named 
to the board of directors of the Pitts- 
burgh YMCA and to the executive 
committee of the city's Convention 
and Visitors Bureau. 

WMCA New York announces ap- 
pointment of Henry Walter as direc- 
tor of editorial research. An expert on 
New York City and State affairs, he 
formerly was a reporter for the New 
York World Telegram & Sun and was 
director of public information for the 
New York City Department of High- 
ways before joining WMCA. 

Steve Rubinkam, formerly with 
Pulse, Inc., has been named an ac- 
count executive with WAAF Chicago. 

Hal Hamilton has returned to 
WITH-FM Baltimore as station man- 
ager and account executive for both 
WITH-AM-FM. 

Fulton Wilkins, general manager of 
KEX Portland, Ore., has been named 
a vice president of Parent Golden 
West Broadcasters. He formerly was 
a sales executive with KSFO San 
Francisco, and before that was as- 
sociated with CBS Radio Spot Sales 
in N.Y. 

John Sharra joined the sales staff 
of the Long Island Network's WGSM 
Huntington, L.I. He formerly was an 
account executive with KRUX Phoe- 
nix and with the Pan American 
Broadcasting System in New York 
City. 



SYNDICATION&SERVICES 

Edgar A . 
G r o w e r is new 
account executive 
in the sales de- 
partment of 
Videotape Cen- 
ter. He previously 
served as sales 
service coordina- 
tor, associate pro- 
duction manager, 
and staff produc- 
er for the corn- 




Grower 



pany. 

John Adler, senior associate of 
Booz, Allen & Hamilton and formerly 
general manager of Gimbels, New 
York, joins Audits & Surveys Co. in 
the new post of vice president-corpo- 
rate development. 



Gerald L. Salzer appointed MGM 
Telestudios sales manager. He has 
served the company as account execu- 
tive and prior to this was associated 
with Walt Framer Productions and 
Entertainment Products. 

Howard Dewipsey appointed broad- 
cast sales engineer covering the terri- 
tories of Colorado, New Mexico, 
Utah, Wyoming, and Nebraska for 
Gates Radio Co. He formerly was 
with the engineering staff Of WIRE 
Indianapolis and more recently was 
chief engineer of KFML Denver. 

Hal Williamson appointed director 
of promotion and publicity for Offi- 
cial Films. He produced and directed 
last season's "Celebrity Column" on, 
local radio. 



Klein 

named vice pres^ 
iderrt in charge of 
creative services, 
for Independent 
Television Corp» 
He has been pres- 
ident of Dbnall & 
Harman, and be- 
fore this was with 
Screen Gems' ad- 
vertising and pror 
motion depart- 




Klein 



ment. 



Independent Television Corp. an- 
nounces the appointment of Tom Si- 
bert as director of foreign sales, re- 
sponsible for ITC's international sales 
operations in the Western Hemisphere, 
Prior to this Sibert was associated with 
20th Century-Fox. 

Thomas F. Scannell, Sr., appointed 
senior sales management consultant 
for Cooper, Strock & Scannell, in MIL 
waukee. He recently retired as vice 
president and general sales managef 
for the Falk Corp. in Milwaukee. 

Madeleine Gottlieb has joined ABC 
Films as a special press representa- 
tive. A former actress and singer she 
has been associated with several 
theatrical booking organizations in the 
past. 

Steve Grossman appointed general 
manager and vice president by Imarco 
Graphics. Prior to this he operated 
his own graphic art service. 

John S. Symank appointed midwest 
regional manager by Richard H. UIL 
man Associates, Los Angeles, which 
also appointed Larry Fineg as Ullmatt 
special projects manager headquarted 
in Hollywood. 

Bill Wood Bell appointed executive 
producer of Stars International Pro- 
ducers, a division of Ullman Musi 
Creations. Previously he has served in 
an executive capacity with KEWB 
San Francisco, as well as KFWB and 
KLAC in Los Angeles. 
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There are 2,000 national timebuyers. Another 2,000 — 4,000 may have some influence on the 
pttreftase of time. TMs is the ppficlallzrf audience that enthusiistacmlty reads and uses SPONSOR. 
We edit SPONSOR 100% for fcctysars — not sellers, We do it with news. We do it with fea- 
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tares. We do it with ,r 'how-toV\ We do it with think pieces. 
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New YorN 10017 



112 MUrrayhill 7-8©B0 
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NEW MOVE! 



Our new address is 



AD COMPANY 

E 



65 WEST 55th STREET 
NEW YORK, N.Y 



Penthouse 
10019 



Our new phone number is (212) CO 5-4114 

"oMifoe" ( Pm a/te blgge/i and bfttft ihm <u/&I 



ro "— ..... 



*Uio, 



/ 



F "'«... • ' * ° r th, .... . 



"*.J *"«. , *** of „'» "Wet. , ''*.„ _ po "»» t„ 

- ::r~ : ^^/i&v^ 

'••"-y., -.V'.-, 



r I /J 



new; 

Key Case 
with 
Light! 




Reciprocal Trade Considered. For information on famous 
"Mike" and "TV" pens, the new "Mike" Key Case with Light, 
and other promotional items — contact 

HY FINKELSTEIN 

J06O" AD COMPANY 

65 W. 55th St., N.Y. 10019 (212) CO 5-4114 
Look for us at the April N.A.B. Convention 
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.ITS fffr It was .made very clear fluking last week's heariags oa ciga- 

'CUrliS at refte advertising: that if the ETC Vs. proposed curbs should 

any cost ultimately ka#ck all cigarette commercials frein televlsioa 



mB&B&m±&& would mt .mind a bil.. : 
>g*ltute sitfiiiBlttg. R, , Thoaas lust em suggested 



%1mt. the proposed rules as presently worded, could, effect 
tidily prove all cigarette advertising in violatioa — =with 
the stark except i oft .Of the brand name and the * Caut ion l * 
fcraiag required in -Rale 1. 

Ifllis brought a shrug from Cmar. Philip Kidman* "If 
1MQ>&$$ more d paths* are caused each year by sraokiag— -why 
s^irmld we be reluct ant to cut the advertising to the cau- 
tionary label? The* statistic m excess deaths hi used was 
based, o% a Me^ropol-itaa Life insurance study. The -lurgesii 
■feaeral/s report d.ii aot try for any aumber of "excess* 
teMhs due £* swMag* because of too maay variables to fee* 
;#s»s , lien4*- a,o#erding to testimony by .Assistant Surgeon 
fetiiera'l -James- M. Hundley 



visi 



As RAB 
Sees It 



TvB 

too 



Statements and oral testimony by broadcast spokesmen not 
only questioned the Commission's authority t» set up the 
pruposgd: rules, but pointed out that they would be much 
harden oa TV aad. rafl-lo^ thaa oa printed advertising:. 

The MM statement highlight e-d the broadcaster dilemma* 
Regardless, of whether ffTCVs rules, are upheld or knocked down 
la the courts* b>oaJjcast»ers are la. .feopardy while the t/ase 
drags through the years* If he carries the- disputed adver- 
tising, the broadcaster risks government disfavor — if he 
doesn't,,, he faces advertiser wrath over failure to meet 
commitments . 

Also , ECC policy requires any licensee to look twice 
before taking advertising under FTC complaint* Once an ETC 
desist order is final,- the broadcaster can be brought to 
tjhe mat mm public iat-e-rest. quest ioas at reaewal time* if he 
c-oattaued to carry the advert isiag. 

BAB president Edmunid Bunker said the situation is doubly 
hard on radiat.;. In maiflzines and newspapers, the required 
hazard warding can take up o«omparitively lit tie Space la the 
advert isiag. But in radio's 10 second to one-minute spot 

advertising,, the compulsory anacmice-meat will feafe far 



heavier 



It on the listener— -aad be that much less at- 



tractive to advertisers looking for media* 

TV Bureau of Adv«rtiSing, ia a filed statement, said the 
rules would go beyond regulation! of deceptloa ia advertis- 
ing* and affect sales of the Manufacturers' product* 



THE WEEK IN WASHINGTON 



TvB is staggered at the possibility of a net-style broad 
regulation that a product must not only advertise what it 
is, but also display its limitations. In this case, the pro- 
posed rules compel manufacturers to disclose to consumers 
something which is "already known". — via th»e broad dissemina- 
tion of information on the hazards of cigarette smoking. 

It was also brought out that if the rules put the isrhauwy 
on smoking to a large degree < creation of a harmless ciga- 
rette by research might come too late to recover lost 
customers. 



Print gets 
it too 



Senator On the subject of self -regulatory promises from media execs 

Bitter on and the tobacco industry, estimates ranged from mildly hope- 
bills ful to acutely scornful, among those who favor FTC enforce- 
ment of its proposed rules on cigarette advertising. 

Sen. Maurine Neuberger dubbed the Tobacco Instituted 
promises of industry guidelines "cynical and impoverished*" 
She pooh-poohed all media avowals that they would prefer 
their own, or congressional action to FTC's rules. She said 
industry had never supported any of her bills to put Ciga- 
rettes in one of the consumer-protected categories. 

Dr. Eva J. Salber, researcher of Harvard U named 7 
incentives to teenage smoking — and said TV advertising 
exploits all o them. 

Sharing the skepticism was Dr. Michael B. Shimkin of Fels 
Research Institute since 1914. Print media takes it Qn the 
chin in this series. ShiMkin said 40 years of cigarette 
advertising claims to promote health, intelligence f non- 
chalance, slenderness, etc. showed the, industry to have "the 
morals of a barracuda. " 

Actually, slides of earlier industry advertising from 
those blatant days ("Do you inhale £") go miles beyond any- 
thing seen on today's TV screens, however glamorous or 
sporty the commercials. 

ACS pres. Dr. W. G. Scott, president of the American Cancer Society, 
has hope is more hopeful of media self -discipline — although disap- 

pointed in meager progress thus far, particularly among the 
advertising brethren. 

Advertisers and agencies were a big help in the prevent- 
cancer campaign for the ACS, he said. Broadcasting and print 
media have been more than fair in reporting the Surgeon 
General's findings, the Cancer Society's reports t et al. But, 
the good doctor wonders why no other moves have been made by 
media — such as putting spots here and there on TV to warn 
the young of the hazards of the cigarette habit. 




It wasn't really a case. Actually, it was a carload — an extra carload. 

&ri£j it wasn't even milk, but a canned milk substitute. 

And it tiMJft evaporate. It was sold in the St. Louis market. In a single week. 

All it book was a tempting offer featured in 167 IGA stores . . . backed up with 
just 23 hard-selling daytime announcements on Station KTVI. 



Is there anything you'd like to "evaporate" (s 
Then, use KTVI. Daytime or nighttime, it's your 



S-E-UL); in the thriving St Louis market? 
buy for reaching the most buyers! 



St. Louis 




tat e always get our man. We 
" " get him with a television set 
and a few brief words. Maybe, a 
little music. We let him do the 
listening. We lull him with great 
entertainment. We give him 
sporting events, award-winning 
news coverage, fine NBC pro- 
gramming interspersed with top- 



notch local shows. 

Then, we throw in a sales pitch. 
We point it right at him. He sur- 
renders everytime. 

We could go into a long song and 
dance about our hand-basted 
commercials, hand-basted availa- 
bilities, and hand-basted prices, 



but he wouldn't even listen. 
Anyway, it's all written down in 
a little booklet carried by every 
Edward Petry man. Better still, 
we can capture the Houston Mar- 
ket for you, every man in it. For 
the Petry man nearest you, please 
write to KPRC-TV, P. O. Box 
2222, Houston, Texas 77001. 
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